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PONTON LISTS ARE COMPILED 
BY IBM ELECTRONIC EQUIPMENT 
FOR MORE THOROUGH COVERAGE OF 
ACCURATE LISTINGS. FULL SELECTION 
ELECTRONICALLY CONTROLLED. 


Complete from A to Z...a compendium of professions, trades, manufac- 
turers, wholesalers, dealers, agents, income brackets, vocations, home owners, a. 
hobbies . . . over 12,000 alphabetically classified lists. os 


United States or foreign . . . it pin-points the list for you to find your prospects ... Open new i . 
markets, or expand existing ones... find virgin research areas... even locate lost customers. at 
Whatever your need, if the list can be compiled on the basis of available and substantial 
evidence, it is in the PONTON CATALOG or we will build one for you with 
PONTON SELECTRONICS. The PONTON LIST guarantees comprehensive area coverage... 
electronic selection to eliminate human error . . . instantaneous compilation. When we act 
as your direct mail department, every detail is ours from addressing to mailing. 
PONTON has available 115 million names... 
carefully and accurately set-up to include both 
individual and business names. 


W. S. PONTON, Inc. 


Sales Office and Production Plant 
44 HONECK STREET, ENGLEWOOD, N. J. 


Phone: ENglewood 4-5200 


New York Phone: 
MUrray Hill 7-5311 
(direct connection to Englewood) 


U.S.E. brings you 


Advantages 


A BETTER ENVELOPE 
AT A LOWER PRICE 


U.S.E. quality 


US.E. is now able to make the diagonal seam style envelope 
directly from a roll of paper. This new process results in 
three important savings: 1. The expensive die-cut operation 
is no longer needed. 2. Stock waste is practically eliminated. 
3. The new, patented machines produce envelopes at three 
times the speed of the fastest conventional equipment. 


Here are your 4 Advantages: 


V-FLAP quality advantages. Bright-white paper, superior 
opacity, full weight, square corners, uniform bulk with flaps 
that lie flat, all mean excellent printing qualities. And every 
box carries the famous U.S.E. quality guarantee. 


V-FLAP style advantages. Distinctive V-flap and diagonal 
seams give the executive look. V-shape throat makes stuffing 
easy. Full gumming assures fast, firm sealing. Envelopes 
whisk smoothly through postage meters. 


V-FLAP line advantages. V-FLAP envelopes are available 
in the popular sizes in Commercial, Official and Postage 
Saver styles. 


V-FLAP price advantages. High-speed production with 
minimum waste results in material savings for you and 


our Customers. 


Your envelope supplier is UNITED STATES 


with samples — and a copy of the 
gew USE. booker Theva? ENVELOPE company 


write to Advertising and Sales : 
Promotion Department, Spring- o Springfield 2, Massachusetts 


field 2, Massachusetts. EA-3 15 Divisions from Coast to Coast 
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There’s only 
One 


DICKIE- 
RAYMOND 


DIRECT ADVERTISING 
and 


SALES PROMOTION 


for 36 Years 


Planning 
Writing 
Production 


470 ATLANTIC AVENUE 
BOSTON 
225 PARK AVENUE 
NEW YORK 


You can measure the success of 
your printed promotional mate- 
rial more accurately by selecting 
“Horan” in the preparation of 


quality Black & White, Benday 
or Color Process printing plates. 
In the production of dependable 
photo-engravings the human ele- 
ment is as great a factor as the 
best of modern mechanical tech- 
niques. 

Why not call for one of our rep- 
resentatives. 


INQUIRE ABOUT OUR lémm SOUND COLOR 
FILM ON PHOTOENGRAVING 


Operating Twenty-four Hours a Day, 
Four Shifts Every Work Day 


P. S. A copy of “The 
Art and Technique of 
Photo Engraving” will 
aid you with your pro- 
duction problems. Send 
$2.00 


HORAN ENGRAVING CO., INC. 
44 West 28th Street, New York 1, N. Y. 
MUrray Hill 9-8585 
Branch Off.: Newark, N.J., Allentown, Pa. 
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SET PERFECT JUSTIFIED COPY ON 
DIRECT IMAGE PLATES FROM 
TAPE ON THE Friden 


Justowriter 


0000000 


This isasample of Justowriter composition 


Justified copy can be set on any type of direct 
image plate on the Justowriter, automatic tape- 
operated composing machine... giving you low 
cost professional looking composition. And, it sets 
this justified composition directly on the plate 
automatically, without errors from punched tape. 
Now you can set composition for your price lists, 
parts lists, office forms, catalogs, manuals, 
bulletins, sales literature, house organs — all 
your printing jobs, small or large, right in your 
own Office ! 


Here’s howeasyitis . . . one keyboarding onthe 
REPRODUCER Justowriter Recorder produces visible proof and 
a punched tape. This tape operates the Justowriter 
Reproducer to set sharp, justified copy directly 
on any direct image plate or reproduction proof 
paper at 100 words per minute . . . automatically. 
Fully justified, errorless plates set on the 
Justowriter give you better looking copy, longer 
runs, professional printing and more important 
..... tremendous economy. 


Authors’ alterations or changes can be made 
automatically by duplicating the tape. As small 
tapes can be stored easily, bulky plates can be 
discarded. 


The Justowriter will save your company money 
on every word of composition, every printing job. 


@ Friden Creates Friden Calculating Machine Company, Inc. 
COMMERCIAL CONTROLS CORPORATION (Subsidiary) 
a New World DEPT. RDM-67, 1 LEIGHTON AVE., ROCHESTER 2, N.Y. 


Sales and service throughout the world 
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when it must 
speak with 
authority... 


it should 


be on 


‘Atlantic Bond! 


Leaders of industry demand a 
paper that lends importance to 
the message...makes a good 
impression. That’s why so many 
depend on ATLANTIC BOND. 


ATLANTIC BOND isthe 

genuinely watermarked, # 1 Sulphite 
Bond... first in its field 

in sales... first in performance. 
ATLANTIC BOND’S greater 

bulk and stiffness mean smoother 
running. Impressions “take” better... 
look sharper, clearer. And ATLANTIC 
BOND is moisture-controlled for dimensional 
stability ... assuring more accurate 
register on every run. 


Follow the leaders and make every job have that 
“important” look. Run it on ATLANTIC. 


EASTERN 


EXCELLENCE 
IN FINE PAPERS Products of Eastern Corporation, Bangor, Maine - Manufacturers of Quality Paper and Pulp 


Mills at Bangor and Lincoln, Maine - Sales Offices: New York, Boston, Philadelphia, Chicago and Atlanta 
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We welcome your direct mail ideas and news items for this department. Send all material to 
Short Notes Department, The Reporter of Direct Mail Advertising, 224-7th St., Garden City, N.Y 


[) MEMO TO NEW READERS (there 
are so many of you lately): You will get 
the greatest value out of your Reporter 

. if you understand how we put each 
issue together. First, we start with this 
Short Notes section. The items are 
boiled-down digests of interesting news 
or sample pieces which cross our desks 
during the month. Note the check blocks 
(1. Read with pencil in hand. Check 
the items on which you or your secre- 
tary should do something . . . like writing 
to individual mentioned; asking for a 
sample; ordering a book; or filing for 
future reference. Make these Short Notes 
work for you. Following Short Notes, 
you can dig into case histories or other 
feature stories. In the back of the book 
you'll find regular monthly features .. . 
such as Paul Bringe’s copy revision ex- 
amples, Bus Reed's copy clinic, Jared 
Abbeon’s mail order advice and Front 
Porch Scuttlebutt. Interspersed with all 
this are numerous short items containing 
ideas or criticisms which may help to 
make your direct mail better. We be- 
lieve The Reporter of Direct Mail is the 
only trade magazine which is as carefully 
planned and laid out (for each issue) as 
a professional convention program. It is 
filled with lean meat, if you know how 
to dig for it. 


eee 


[) “ITS NOT THE HEAT, IT’S THE 
HUMIDITY!” This dog-days cliche is 
the theme of a powerful “demonstra- 
tion” mailing now being mailed by Gen- 
eral Electric Air Conditioning dealers 
(through G.E.’s Commercial & Industrial 
Air Conditioning Dept., 5 Lawrence St., 
Bloomfield, N. J.). The “demonstrator” 
is a convincing G.E. Comfort Calculator 
slide chart which shows visually that no 
matter how high the thermometer is, 
you'll stay cool if the humidity is low. 
Reverse side of the chart explains how 
G.E. Air Conditioners control all three 
comfort factors: temperature, humidity 
and breeze. Sent with a good cover let- 
ter (which promises a free air condition- 
ing survey) this cool promotion should 
get some hot results. 
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DRAMATIC SCOTCH TARTAN | 
BANK BOOK helped bring in 2200 new | 
accounts during the first few months after | 
it was introduced by the Philadelphia 
Savings Fund Society, 1212 Market St., 
Philadelphia, Pa. Printed on a Texoprint 
plastic printing paper cover (manufac- 
tured by Kimberly-Clark Corp., Neenah, 
Wis.), the durable, four-color Tartan de- 
sign also created a big demand with reg- 
ular accounts . . . who turned in drab 
“tombstone” passbooks for the new 
“thrift” theme issue. The handsome up- 
graded passbook spelled out “thrift” in 
more ways than one . . . because PSFS 
found it cost no more to produce than 
the antiquated cloth cover models they 
had been using for years! 

— 

eee 
ITS BEEN DONE BEFORE ... 
but Robert Kayton Associates, New York 
display designers, recently used a format 
that’s still a knock-out for showcasing a 
bevy of items in a small-space mailing. 
A 4” x 9” card showed a cartooned sales- 
man. His arm was die-cut to hold a 
miniature booklet, designed to look like 
a briefcase. The removable briefcase 
booklet contained photo reproductions of 
displays RKA have designed for many 
companies. Card was headlined, simply 
“Our Case, In Brief.” Good way to tell 
a detailed story . . . without keeping the 
typesetter overtime. 

— 

eee 
— NEW YORK STATE OPEN HOUSE 
WEEK (April 29, to May 5) was given 
a wide promotion boost on the envelopes 
of all State business letters mailed during 


FOR CATALOG DESIGN THAT 
WORKS AND SELLS FOR YOU 
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new york 22, ny. 


ONIGOTSAIC 


TYME * NEVER STANDS STILL 
servicing your jobs 
If extra fast service 
is what you demand 
telephone us quickly 
our staff is on hand. 


A COMPLETE 
DIRECT MAIL SERVICE 


Ty-Process Letters * Mailing 
Multigraphing * Research 
Mimeographing Photo-Offset 
Addressing * Packaging 


LETTER SERVICE CORP. 
43 EAST 19th STREET, NEW YORK 3, WN. Y. 
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ADDRESSING 
MACHINES 


offer you the only competition 
you can find in the Addressing 
Machine industry. 


Consult your yellow telephone 
book or write to The Elliott 
Addressing Machine Co., 
127 Albany St., Cambridge 
39, Mass. 


1957 OKLAHOMA 
MANUFACTURERS DIRECTORY 
Now Available—Only $5 Each 
Cross classified by cities, products and cipho- 
beticolly. Also number of employees. 
OKLAHOMA DEPT. 
OF COMMERCE & INDUSTRY 
P.O. Box 3327, State Capito! Station 
Okleahome City 5, Oklohome 


22 Mail Order 
Experts Answer 
Nearly 600 
Questions In 


MAIL ORDER 
STRATEGY 


. an idea-packed manual of personal 
interviews conducted by Lewis Kleid. The 
volume is profusely illustrated . . . 
showing samples of material the experts 
use fo get orders by mail. Price is only 
$7.50 . . . direct from 


The Reporter of Direct Mail 
224 7th St., Garden City, N. Y. 


the past few months. The week was de- 
voted to showing all citizens the State 
government in action . . . and every of- 
ficial N. Y. State letter mailed promoted 
the event with a special postage indicia. 
Gov. Averell Harriman is shown here 
metering the first of 5 million envelopes 
which carried the Open House indicia. 

eee 


[ REAL “HIP” CREATION: When 
Canadian Westinghouse and their agency, 
Hayhurst, came to Toronto's Saturday 
Night Press for a pocket-sized direct mail 
idea . . . they got a lot more than they 
were looking for. The problem was to 
introduce a new pocket-size maintenance 
kit for industrial electric motor controls. 
Okay, reasoned SNP, if it’s pocket-size 
. . . let’s put it in a real pocket. Result 
was a clever mailing designed in the 
shape of an actual hip pocket (denim 
overall type) . . . dramatizing the theme 
“Hip Pocket Maintenance.” Pocket con- 
tained a screwdriver premium and a reply 
card for a free kit sample. Westinghouse 
“can be sure” of this one! 
eee 


[) TIP FOR TYPISTS: When you are 
making several carbon copies, says In 
Transit (h.m. of Atlanta Envelope Co., 
P.O. Box 1267, Atlanta 1, Ga.), you can 
easily keep carbons from slipping . . . 
with the help of an envelope. Simply 
place the stack against the back of an 
envelope, with the flap holding the paper 
in place. Rolled through the typewriter 
this way, sheets will not slip. 


[ WE'VE BEEN INTRIGUED by a 
continuity series of post cards dreamed 
up, produced and mailed by Nelson Mc- 
Donald of the McDonald Letter Shop, 
920 Main St., Columbia, S. C. (Remem- 
ber, he was the young fellow who made 
such an impression at last year’s hearings 
of the Senate Post Office Committee.) 
We haven't seen anything like Nelson's 
effort since the early days (1920s) of di- 
rect mail when Harry Kirtland, Bill Kier 
and others advocated a daily barrage of 
short post card messages. McDonald 
started his series on April 15. The cards 
are 642” x 44%” with a perforated section 
which contains the name and address on 
one side and the other carries a crazy 
slogan or a membership card for some 
sort of screwball organization. The mes- 
sage on each card is boiled down to not 
more than five or six short lines, giving 
an unusual news story and tying in with 
a curiosity appeal to watch out for a new 
“plan.” The cards have been postmarked 
every single working day for the past 
several weeks. So far, we don't know 
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what the plan is . . . but the cards are 
certainly intriguing, interesting and ex- 
ceptionally weil done. Whatever the plan 
is . . . it must be a corker. The idea of 
a daily barrage of brief messages could 
easily be revived in many businesses 
where there is a need to impress a small 
selective list. 


eee 


[| MORE GOOD SHOWMANSHIP is 
popping up in the mails. William C. 
Neu, advertising manager of The Bullard 
Co., Bridgeport 9, Conn., sent us two 
samples of pieces he used in January and 
April . . . mailed to approximately 13,000 
customers and prospects for the Bullard 
line of machine tools. January piece 
used the tipped-on movable eyes showing 
through die-cuts to highlight the caption 
“Look What's Happening at The Bullard 
Co.” The April piece was titled, “Private 
Showing for You” and included an il- 
lustration of two theater tickets sticking 
out of an envelope. When folder is op- 
ened a miniature viewer pops up. The 
prospect can look through the aperture 
lens and by holding the viewer up to the 
light can see colored slides of the Bullard 
line. Add this to the file of showmanship 
promotions. 
eee 

[) JUST RECEIVED VOL. 1, NO. 1 
of a new house magazine. It’s called 
“BIA Post” and is published by British & 
International Addressing, Ltd. BIA 
House, Chalton St., London, N. W. 1, 
England. W. B. Mattinson of Works 
Magazines very kindly sent us this first 
issue which was produced by his company 
for the client. First issue was sent to 
7,500 advertising agencies and business 
firms in England. Format is 6” x 9”, 
16 pages plus cover. Very little self- ad- 
vertising for BIA. Most of copy devoted 
to sound articles on various phases of 
direct mail. Lead article discusses direct 
mail as it is used and as it has prospered 
in the United States. We like the first 
sample very much and hope future issues 
will continue along the same sound lines. 
Good luck! 


[) SOME DAY IF WE HAVE THE 
TIME we would like to collect and pub- 
lish a list of the hobbies indulged in by 
prominent direct mail people. Here's one 
for the book. Walter F. Grueninger, 
former president of the Hundred Million 
Club of New York and circulation direc- 
tor of Dun’s Review and Modern Indus- 
try, 99 Church St., New York 8, N. Y., 
is well-known throughout the country 
since he has appeared before so many ad- 
vertising and service clubs . . . always 
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speaking about direct mail. But the 
March 1957 issue of Dun’s Review carries 
an interesting story by this same Walter 
Grueninger about his own hobby, which 
is . . . classical music. Walter is a con- 
cert violinist and plays with a concert 
string quartet. In his article he describes 
how various prominent people in the in- 
dustrial, commercial and advertising fields 
are using music (classical music) as their 
hobby outlet. As Walter says, “Fascinat- 
ing as direct mail is, a man gets duil if 
that’s all he does.” If any of you have 
unusual hobbies we should know about 
. write and tell us. 
rT) 
eee 
(1) PAT GOHEEN, who operates a mail 
advertising service shop at 117 S. Meri- 
dian St., Indianapolis 25, Ind., thinks we 
ought to publish a list some time of all 
the fellows around the country who are 
beating the bushes stirring up good pub- 
licity for direct mail. It would be a good 
idea, if we can get the list. For instance, 
Pat recently delivered a two-hour talk 
on direct mail before the Little Printers 
Association of Indianapolis. On April 9, 
at the Advertising Class at Butler Uni- 
versity, Pat took half the session on direct 
mail and Max Droke had the remaining 
half on mail order selling. There must 
be hundreds of similar cases throughout 
the country. All are helping to make di- 
rect mail better understood. 


(—-0 IF YOU WANT TO SEE an attractive 
and colorful booklet . . . ask the National 
Lead Co., 111 Broadway, New York 6, 
N. Y., to send you the 8%” x 6”, 32- 
page booklet titled “Color Scheming with 
Dutch Boy Paints.” It’s a beautiful job 
of full color reproduction. Used to an- 
swer inquiries resulting from national 
advertising. A mimeographed insert is 
included . . . listing the dealers in the 
area from which the inquiry originated. 
A fine example of intelligent handling of 
the tie-up between national advertising 
and direct mail. 


[) HERE IS A GOOD QUESTION FOR 
A QUIZ PROGRAM: Might stump any 
expert. Where is the only post office in 
the United States which is located in 
two states? The answer is: The Post 
Office in Texarkana is the only one of its 
kind in the United States. This Post 
Office is built on the dividing line be- 
tween Texas and Arkansas. It serves two 
states, two counties and two cities, each 
with separate and distinct governments. 
However, it has only the one post office 
and one postmaster. The post office 
straddles the line. Stamp and service 
windows are located on the Arkansas 
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GREAT 


SELLING MEDI 


In Ancient Egypt, a man could tell about his services by painting 
pictures on a wall. Today, it takes more than pictures. 


Important in your understanding of Reply-O-Letter as a great 

selling medium is that it paints compelling word pictures and 

it costs you less. You combine three expensive typing jobs in one 
. salutation, address, and the recipient's “signature”. 


Reply-O-Letter costs less than the “so-called” processed letter; less 
than a multigraphed, filled-in, letter; scarcely 10% more (in the 
mail) than a printed letter... and it outperforms all three! 


But beyond cost advantages, you can also tap the experience of a 
24-year old direct mail organization. When you are pressured for 
new ideas, you may find we already have solved the problem you 
face. Our staff can save you costly errors . . . help you achieve 
success with the great selling medium they know so well. . . 
Reply-O-Letter. All at no cost to you. 


Write today for the Reply-O-Letter booklet 


on the 3 R’s of Direct Mail... D 


REPLY-O-LETTER 


7 Central Park West 
New York 23, New York 


SALES OFFICES: BOSTON ¢ CHICAGO ¢ CLEVELAND ¢ DETROIT * TORONTO 
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High Speed ADDRESSING 
from PUNCHED CARDS 


Publishers, direct mailers, associations, ad- 
dress directly from Scriptomatic card 
masters (IBM, Remington-Rand, Samas, 
etc.) to tape, wrappers, envelopes, book- 
lets . . . from one machine . . . with these 
advantages: 

1 Low cost card masters 

2 Automatic in-filing and extraction 

3 Mechanized statistical audit 


Write for File “Seri ptomatic Methods.” 


SCRIPTOMATIC, Inc. 
300 North ith Street, Phila. 7, Pa. 


RAPID 
FILM 


LETTERING 
TO ANY SIZE 


YOU WANT 


Reduced or Enlarged... 
Positive or Negative 


Still only *1 a word! 


With our newest equipment, Rapid 
Film-Lettering gives you a choice of 
lettering styles in exactly the sizes you 
need for your layouts or mechanicals, 
eliminating the usual delays and ex- 
pense of stats. 

No minimum. No extras. Round-the- 
clock service. All styles. Glossy prints 
for reproduction. Mail deliveries any- 
where in U.S.A. Order from Style Book 
DM. Free on request. 


RAPID 
TYPOGRAPHERS INC. 


305 East 46 St., N.Y. 17 
MUrray Hill 8-2445 


side. The box section, carrier cases and 
general delivery are in Texas. All mail 
is dispatched from the Arkansas side and 
incoming mail is distributed on the Texas 
side. The official address authorized by 
the Post Office Department is unusual — 
Texarkana, Arkansas-Texas. But some 
people address mail to residents in Tex- 
arkana, Texas; others to Texarkana, Ar- 
kansas; and some in exasperation simply 
to Texarkana, U.S.A. Some ingenious 
direct mail creator ought to figure out 
some angle for using a mailing from this 
unique post office. “Straddling the fence” 
might be a good lead. 

eee 


[| WE ARE INTERESTED IN AN 
ARTICLE appearing in the April 1957 
issue of Pacific Northwest Business (pub- 
lished by the University of Washington, 
College of Business Administration, Se- 
attle, Wash.). Charles N. Henning is the 
editor. On pages 14 to 20 the subject is 
“Inactive Account Solicitation.” It is a 
report of a research conducted by Virgil 
E. Harder, assistant professor of Busi- 
ness Writing in the College of Business 
Administration. Professor Harder has 
done a good job . . . hitting the subject 
from two angles: (1) Whether the reacti- 
vation of dead accounts is worth the cost 
and (2) What methods may be used to 
determine the amount to spend on re- 
activating the accounts. Some of the 
material was collected from articles which 
previously appeared in The Reporter. We 
recommend this study to anyone who is 
interested in regaining lost customers for 
retail stores. Individual copies can be 
obtained from the school for 25¢. 
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~) MORE WORDS OF WISDOM from 
Earle Buckley’s monthly “Two Minute 
Report” to clients, This item deserves 
serious consideration. BOY ON A MAN'S 
ERRAND. Just the other day, we re- 
ceived a pitifully ineffective mailing from 
one of the largest trust companies in this 
area. Whoever prepared it was appar- 
ently working on the premise that the 
so-called “average American” has the 
mental capacity of a 13 year old child. 
Nothing could be farther from the truth. 
This particular piece was inspired un- 
doubtedly by a desire to keep costs down. 
At the risk of being repetitious, we should 
point out that the actual cost of direct 
mail must take into consideration the 
tangible results produced. A _ mailing 
costing two or three times as much may 
well prove “cheaper” in the end. 
eee 


[) A LIST CORRECTION LETTER 
with a peculiar twist was received by John 


Beckley, publisher of The Economics 
Press, Inc., P. O. Box 460, Montclair, 
N. J. John doesn’t know whether this 
was actually a slip or whether it was 
written with tongue-in-cheek. But here 
is the letter he received with identifying 
names eliminated. “Gentlemen: Mr. 
Blank, Chairman of the Board, Blank 
Brothers Company, died on March 7, 
1957, and it is possible you will want to 
remove his name from your mailing list. 
Very truly yours, Secretary to Mr. Blank.” 


— 

eee 
— THERE IS A NEW DIRECT MAIL 
CLUB which deserves notice. Tom Mc- 
Elroy of the Catholic Digest (44 E. 53rd 
St.. New York 22, N. Y.) helped to or- 
ganize it last November when he met 
with a small group of direct mail people 
in Dublin, Ireland. Word has just reached 
Tom that the organization of the Irish 
Direct Mail Association has been com- 
pleted. The Honorable Secretary is Brian 
Clancy (58 Upr. O'Connell St., Dublin, 
Ireland). Tom McElroy suggests that 
DMAA members in the U.S.A. might like 
to write a letter to Mr. Clancy, wishing 
him and the Irish Direct Mail Association 
good luck for the future. Our letter is 
on the way. 
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[| WE AGREE with a sentiment written 
by William Feather of Cleveland, Ohio 
and printed as a last item in his May 1957 
house magazine. Says Bill: “Usually I 
scarcely want to look at this magazine 
when issued; but if somebody writes that 
it is the best ever, I reread and am en- 
thralled.” 


eee 


[) WATCH OUT for a new book about 
letters. A dandy. Will be released some 
time late in June or early July by Pren- 
tice-Hall, New York. Authored by Ferd 
Nauheim (1037 Woodward Bldg., Wash- 
ington 5, D. C.) well-known to Reporter 
readers for his sound articles on direct 
mail for investment dealers. Fred has 
been working for several years on an 
intensive study of how companies an- 
swer inquiries. Both badly and well. His 
book, “Business Letters That Turn In- 
quiries into Sales,” is the result. He has 
crammed into 230 pages and 16 chapters 
some wonderful advice with plenty of 
relevant sample illustrations. We were 
given the privilege of examining advance 
galleys. We'll recommend it without qual- 
fications. Don't know yet what the price 
will be, but every letterwriter who must 
answer inquiries, complaints, etc., should 
be required to read it. 
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Truly, “The Nation’s Business Paper” 


Wherever business goes, much of its 
correspondence, news and informa- 
tion travel on Howarp Bono. It has 
many varied uses and is a bond spe- 
cifically created for the many needs 
of modern business. 


HOWARD PAPER MILLS, 


INC. 


Whether you use Howarp Bono for 
letterheads, in white or colors for 
business forms, or for any other kind 
of business printing, you are com- 
mitting your message to a bond that 


does it proud. Hasn’t a bond so widely 


used for so many years earned its 
right to your consideration? Your 
printer or paper merchant will 
be pleased to show you samples of 
whitest white or any of the twelve 


sparkling colors. 


* HOWARD PAPER COMPANY DIVISION, URBANA, OHIO 
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Printed on Maxwell Offset 
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Howard Paper Mills, Inc. / MAXWELL PAPER COMPANY DIVISION / Franklin, Ohio 
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( HOT DOG! If you've created a mail- 
ing piece which shows a hot dog in any 
type of illustration . . . it’s eligible for a 
prize. Tee-Pak, Inc., Chicago manufac- 
turer of frankfurter skins, has sent 1000 
advertising agencies a memo announcing 
the art contest . . . which will be part of 
National Hot Dog month in July. Any 
advertisement, so long as it shows a hot 
dog, may be entered. Tee-Pak’s memo to 
agencies said “the prize may be a plati- 
num-coated hot dog or it may be cold 
cash. Frankly, at this writing . . . we 
don’t have the courage to anticipate how 
summer will find us .. .” Submit your 
“frank” illustrated pieces to National Hot 
Dog Month, 3520 S. Morgan, Chicago, 
Ill. 


eee 


[) AFTER THE ABOVE SHORT NOTE, 
we hope Tee-Pak will excuse the ex- 
pression . . . but a “hamburger” scored 
tremendous impact in a recent mailing 
from American Machine & Foundry Co., 
261 Madison Ave., New York 16, N. Y. 
To merchandise space advertising for 
their roll and bun making equipment, 
AMF sent bakers a packaged “ham- 
burger” . . . made of pure castile soap. 
Accompanying letter explained “This 
hamburger roll made of soap is purely 
a gimmick to ‘lather up’ interest in the 
profitable growth of the Roll and Bun 
business. You'll find details in the ‘Band- 
wagon’ announcements in Bakers Week- 
ly, Baking Industry . . . etc.” The realistic 
hamburger soap was supplied by Mem 
Co., Inc., who have almost 100 different 
novelty soap shapes available. If you're 
interested in a soft-soap “spectacular,” 
write to Mem for a complete list and 
prices. Address: 67 Irving Pl., New York, 


eee 


[) MIDWEST TRAVELERS visiting the 
Minneapolis St. Paul area shouid drop in 
to Bachman Letter Service, 1014 E. 
Franklin, Minneapolis . . . to see the let- 
tershop’s new “Idea Alley.” It’s a per- 
manent display patterned after American 
Mail Advertising’s successful Man's 
Alley” in Boston. The Bachmiar exhibit 
features a showcase of current direct mail 
campaigns and other printing ideas . . . 
displayed in a comfortable lounge sur- 
rounding. A classy addition to their 8,000 
square feet of production facilities. 

_ 

eee 


IF YOU'VE GOT A “SPECTAC- 
ULAR?” IDEA, but the small size of your 
list means a short run at an impossible 
cost . . . you should investigate using 
photo-gelatin printing (sometimes called 
collotype). You can get an _ excellent 
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4-page folder describing the process from 
New York Gravure Corp., 305 E. 45th 
St.. New York 17, N. Y. It tells what 
the process is, why and when it's used, 
and how it’s done. Also pictures a num- 
ber of photo-gelatin jobs created for 
well-known firms. If you've got a prob- 
lem of producing high-quality single or 
full color art in small quantities . . . the 
New York gravure folder might help you 
lick it. 

— 

eee 


(1) THE LOW-DOWN ON HIGH 
TAXES is given in a new booklet pub- 
lished by the U.S. Chamber of Com- 
merce . . . showing how high taxes do 
the most injury to persons who do not 
pay them. Titled Expanding a Source 
of Tax Revenue, the 16-page illustrated 
booklet is the result of a Chamber tax 
study. It shows, among other things, 
how high taxes discourage business de- 
velopment and reduce job opportunities 
which lose potential revenue for the 
government . . . and producing higher 
taxes for everyone. The study cites spe- 
cific examples of established businesses 
which refused to expand because of the 
tax bite, and new businesses which never 
got started because of it. The Chamber 
booklet is an eye-opening report calling 
for tax-relief action. If you'd like to 
see a copy, write to the U.S. Chamber 
of Commerce, Washington 5, D. C. 


— 

eee 
[] PENCIL PROGRESS: Frank Wert- 
heim, New York direct mail consultant, 
never seems to run out of crazy gimmicks 
for zany promotion ideas. His latest 
includes two pencils which put the reg- 
ular wood, lead and eraser variety back 
at least 50 years. One is the “Atomic 
Pencil,” designed for radioactive pros- 
pects. It contains a genuine sample of 
uranium ore 308-4 in its tip (“the start 
of atomic power—will excite geiger 
counter”). The other is the “Whistle 
Pencil,” created to catch the eye of any 
whistler’s mother. It features a small 
plastic whistle mounted on its end (“loud 
and shrill enough to make any hardened 
police officer smile with delight”). Both 
pencils are supplied with 5-line sales im- 
print. For prices and samples, pencil a 
note to Frank at 179-15 Jamaica Ave., 
Jamaica 32, N. Y. 

eee 


~) CONGRATULATIONS to Curtis 1000, 
Inc., West Hartford, Conn. envelope 
manufacturers, who are celebrating their 
75th Anniversary this year. One of the 
country’s first envelope pioneers, the 
firm was founded in St. Paul, Minn. 


Fairchild’s cream-of-the-crop lists give 
you the best prospects available in 
major retail and manufacturing fields. 
Discover for yourself how profitable 
Fairchild lists are . . . in your next di- 
rect mail campaign. For your free copy 
of the big Fairchild Mailing List Cata- 


log, write or phone today. 


FAIRCHILD MAILING LIST DIVISION 


Fairchild Publications 
7 East 12th Street New York 11, New York 
Algonquin 5-5252 
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music. But the copy must SING! Need not 
be expensive. (1 publish one on a blotter). 
Free copy if requested on letterhead. 
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IF YOU WANT TO TALK TO ATTORNEYS... 
TALK TO THEM ONE AT A TIME! 


Although there are more than 200,000 Attorneys in the 
United States, there are only 100,000 law offices. 


In mass mailings to this market it is a fact that up to 60 pieces 
of mail can be delivered to a single office, and 35% of the offi- 
ces will receive more than one piece of mail. This fact has been 
the most serious problem facing direct mail advertisers who 
want to reach this important market on a national basis. 


By developing an unusual list compilation technique Creative 
Mailing Service has learned how to eliminate the duplication. 
Creative has built a prime list of 109,076 lawyer names repre- 
senting only one name per law office. This prime list is supple- 
mented by other lists of individual lawyers, each of which is non- 
duplicating within itself. Each supplementary list has only one 
name per office although each office duplicates one reached 
by the previous lists. 


Even where complete coverage of all individual lawyers is 
desired, this kind of list arrangement makes it possible to mail 
with more effectiveness. By spacing the mailings to hit the prime 
list first, then the 2nd, 3rd, 4th, etc., market saturation can be 
achieved with maximum impact. 


These names are available for rental at a standard rate of 
$16.50 per M. This price includes addressing by typewriter on 
your envelope. State selection is available at no extra cost; state 
count charts are available on request. 


2 ACCOUNTANTS & TAX CONSULTANTS 

2 Creative also builds and main:cins a complete list of accountants 
$ (90,243) — accounting firms (13,999) — and tax consultants 
$ (6,556). Charts showing state counts are available. List rental and 
4 addressing by typewriter at $16.50 per M. 
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by Henry Russell Curtis . . . bringing 
envelope facilities to bankers and mer- 
chants in rural areas of Minnesota, 
Dakotas and Montana. Throughout its 
long history, Curtis has expanded to 
become one of the giants in the indus- 
try . . . with six plants distributing 
hundreds of items nationally. Outstand- 
ing innovations have been the Curtis 
Bank-by-Mail system (a complete-unit 
format for banks), Artographic envelopes 
(featuring full bleed illustration on en- 
velope backs) and Chain-O-Matic (a 
continuous form envelope permitting ad- 
dressing on automatic equipment). Curtis 
1000 has certainly lived up to its slogan: 
“Good Envelopes Plus Ideas”. 


eee 


(1) “SEE YOUR HOME IN A NEW 
LIGHT,” a popular home-lighting refer- 
ence booklet, has just been re-issued in 
a third expanded edition by General 
Electric Large Lamp Dept., Cleveland 
12, Ohio. The 40-page gravure publica- 
tion includes a bevy of lighting informa- 
tion, showing desirable lighting qualities 
and the best use of lighting in the home. 
Each lighting treatment is presented as 
a “recipe” . . . dishing up illumination 
ideas for homemakers. Since originally 
published in 1950, over 9,000,000 copies 
of this popular promotion have been dis- 
tributed. The third edition will get further 
wide distribution through dealers, utility 
companies and other lighting industry 
organizations. 


[) GIANT ENVELOPES are getting big 
promotion push from Huxley Envelope 
& Paper Co., 137 Varick St., New York 
13, N. Y. A 22” x34” envelope con- 
taining a “Giant Proposal” letter was 
recently mailed to paper merchants 
throughout the country . . . to introduce 
Huxley's new line of envelopes for king- 
size promotion mailings. The kick-off 
announcement was the first in a series 
of Huxley mailings which will hammer 
home the benefit of using mammoth 
messages to both merchants and direct 
mail users. The campaign is being 
created by Herbert Kaufman, advertis- 
ing and sales promotion consultant at 
120 E. 56th St., New York 22, N. Y. 


eee 


| THE FAMOUS ESQUIRE-CORO- 
NET CALENDARS are now being pro- 
duced and sold by Counselors’ Corpora- 
tion, a new subsidiary of Keller-Crescent 
Co., 64 E. Lake St., Chicago, Ill. J. E. 
McQuaid, former general manager of the 
Esquire-Coronet Calendar Div., heads the 
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new corporation . . . which will continue 
to sell the advertising calendar line 
through jobbers. Incidentally, Coun- 
selors’ Corp. has an eye-catching letter- 
head which really dramatizes their 
product. It features an illustration of 
the well-known “Esky” Esquire trade- 


mark. Instead of typing the address, 
writers using the letterhead paste on 
underneath “Esky” a small calendar 


showing the month . . . then circle the 
day the letter is written. Combined with 
the Esky trade-mark, the tip-on calendar 
tells the Counselors’ Corporation story 


at a glance. 


(1) “WRITING WHAT COMES NAT- 
URALLY,” says correspondent consult- 
ant Ellis Gladwin, “is the only way to 
write!” His advice is the basis of an 
excellent letter writing booklet Gladwin 
has written for employees of The Con- 
necticut Mutual Life Insurance Co., 
Hartford, Conn. As the company’s cor- 
respondence consultant, the expert has 
come up with an 18-page tome of prac- 
tical pointers . . . telling Mutual Life 
employees how to create clear, accurate, 
complete — and above all, friendly — 
letters. The Writing What Comes Nat- 
urally handbook is not a text on “busi- 
ness letters”, and contains few “rigid” 
rules. Instead, Gladwin simply tells em- 
ployees how to “be yourself” . . . creat- 
ing sincere and friendly relations with 
everyone. Gladwin’s philosophy: “Just 
because you are writing a letter, you 


don't have to put on a frock coat.” 
Good advice. 

‘ae 

eee 


HERE’S ANOTHER TIME-SAVER 
... for addressing monthly bills and state- 
ments. Master Addresser Co. has come 
up with an item called “Press-On Master 
Patches” . . . which feature a pressure- 
sensitive backing. The paper master 
patches are typed with name and address, 
then attached directly to the ledger or 
record card. Printing is done directly 
from master record card . . . with each 
patch good for 50 to 100 impressions. 
The manufacturer claims the patches can 
cut billing time 1/3. You can get com- 
plete information by writing to Master 
Addresser at 6500 West Lake St., Min- 
neapolis 26, Minn. 

— 

eee 


NON-TRANSMISSIBLE. Do you 
know what that wording means? Ken 
Froelich, executive vice president of 
Halter’s Pretzels, Inc., 1277 Dueber Ave., 
S. W., Canton, Ohio, was a little alarmed 
when a letter he had written to a com- 
pany in Montreal was returned to him 
unopened and stamped “non-transmis- 
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sible.” Ken thought he had done some- 
thing wrong, so wrote to the Post Office 
Department in Ottawa, Ontario. A letter 
from W. C. McEachern, director of ad- 
ministration, straightened him out. The 
Canadians use the term “non-transmis- 
sible” instead of the terms used by the 
U. S. Post Office, “fraudulent” or “un- 
lawful,” when the addressee of the letter 
has been convicted of using the mail for 
fraudulent or pornographic purposes. So 
if you get a letter to Canada returned, 
marked “non-transmissible,” you have 
done nothing wrong. It was the fellow 
you sent it to. 


eee 


(-) CLEVER IDEA FOR TRAVELLERS: 
Before taking a recent trip to Europe, 
Irving Garfield of the Edward Don Co. in 
Chicago, got in touch with airlines and 
hotels where he was going abroad. He 
had them ship stationery, postcards, 
folders, etc. to him in Chicago . . . where 
he addressed them to friends and pros- 
pects. Carrying the pieces with him, 
Irving mailed each appropriate piece from 
places he visited in Europe. Because he’s 
in the hotel supply business, hotel folders 
and postcards of European dining rooms, 
etc., made a good promotion to his list 
of 200 state-side prospects. Good idea! 
eee 

IF YOURE PLANNING to enter the 
1957 DMAA Contest for Direct Mail 
Leaders . . . better get your portfolio done 
this month. The closing date has been 
pushed up to July 15 (about a month 
earlier than usual) to allow more time for 
inspection by the judges and to accommo- 
date an early convention. Chairman of 
the contest, Richard Messner, can give 
you the revised rules and regulations. You 
can get full details by writing DMAA 
Contest Committee, 3 East 57th St., New 
York 22, N. Y. Winning entries will be 
shown first at the 40th Annual DMAA 
Convention at the Sheraton-Park Hotel, 
Washington, D. C., on September 11-13. 


CASSIDY-RICHLAR, INC., 55 year- 
old Philadelphia direct mail firm, moved 
into a new, four-story plant at 46th St. 
and Girard Ave. in Philly. President 
Morton Adler says the new 60,000 sq. 
foot quarters is the largest of its kind 
in the east. With 300 employees and ex- 
tensive high-speed equipment. C-R can 
turn out 150,000 typed or hand written 
addresses overnight, or up to a million 
during a working day. They're also the 
Philadelphia outlet for Advertising Dis- 
tributors of America, nationwide net- 
work of direct advertising firms in prin- 
cipal cities. @ 
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WITH THE 

MODEL 
No. 6 


This portable table SAXMAYER 
Model No. 6 is especially adapted 
to tie letter mail—also designed 
for general purpose tying of bun- 
dies in any sequence up to 6” high 


without adjustments. Adjustable 
legs and casters available at a small 
additional cost. 

All SAXMAYER tyers are noted 
for SAFETY — automatic releases 
where needed; SIMPLICITY — all 
working parts are interchangeable; 
not only attractive in appearance 
but also EFFICIENT — fully auto- 
matic, speedy, firm, non-slip ties, 
economical in twine and time. Let 
us prove it on our trial basis. 
Whatever your tying problem, there 
is a SAXMAYER model to meet 


it. Write us for details and litera- 


ture. 
DEPT. M 


NATIONAL 


BUNDLE TYER CO. 
Blissfield, Michigan 
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What will direct mail’s audience of the future be like? 


What will it take to make people react to your message in tomorrow’s richer, 
brighter, wiser and more sophisticated atmosphere? Here, in a ringing speech 
from New York Direct Mail Day, expert Nicholas Samstag offers some 


provocative prognostications . . 
professional direct mail standards. 


. in a well-founded appeal for higher 


‘«...and the BOLD shall 


inherit the future’’ 


of Time, 


Reporter's Note: Nicholas Samstag, pr ti 


Inc., would naturally use a title like that. He is an expert molder of 
words. That was his title for the featured luncheon talk at New 
York Direct Mail Day on Morch 27, 1957. This reporter enjoyed 
every word of it. Wish we hod room for it all . . . but here are 
the highlights of the remarks Nick mode after he described what 


I WHAT KIND OF A WORLD will we 
direct-by-mailers be plying our 
trade tomorrow? What kind of a 
world will tomerrow’s world be? 

Well, it’s no surprise that it will 
be a wealthier world. But it was a 
surprise to me to learn: 


@ Today there are ten times as many 
men making $10,000 a year or more 
as there were in 1940. And that in 
only four more years there will be 
twelve times as many. Here in the 
United States real per capita incomes 
are increasing at the amazing rate 
of 20% per decade. And Dr. Philip 
Wernette of the University of Michi- 
gan predicts that within five of those 
decades the average family’s income 
will be $11,000 a year (that’s real 
income — because he’s figuring dol- 
lars of the same purchasing power 
as today’s). 
Yes, tomorrow we'll be wealthier 
but that’s not all. Tomorrow 
we'll be a lot better educated: 


@ In the ten years from 1940 to 1950 
the number of high school graduates 
25 years and older in our population 
increased from 101% million to more 
than 17% million. And for every 


three students in high school today, 
there will be five in 1965 and at 
least seven in 1976. What is more, 
the number of college graduates in the 


kind of a future world we direct-by-mailers will be living in. 


U. S. has more than doubled since 
1940 . . . and by 1961 there will be 
half again as many. ( Peter F. Drucker 
said in Harper's not long ago that 
probably there would be 12,000,000 
undergraduates in U. S. colleges by 
1976.) 

We'll be wealthier and better edu- 
cated tomorrow . . . and we'll have 
more time to ourselves: 


@ The average American today has 
reduced his work week by almost 9% 
compared to 1940; every month he 
has two full days more of leisure 
than he used to have. And he will 
double that, say the experts, by 1965. 

In short, people are making more 
money today (and they are going to 
make still more tomorrow). People 
are better educated today (and the 
number will be even greater tomor- 
row). People have more leisure time 
today; they will have still more to- 
morrow ... and they are making the 
most of that time: 


@ Every year nowadays almost four 
times as many people as there are in 
all the New England states attend 
classical music concerts in this coun- 
try (35,000,000 of them). The paper 
edition of Homer's Odyssey sold a 
half-million copies last year, and the 
market for art supplies has multiplied 
eight times in the last twenty years. 


by Nicholas Samstag 


Incredible as it may seem, there are 
now more people working as volun- 
teers for the Community Chest than 
there were in the armed forces of the 
U. S. at the peak of our strength in 


World War II. And (to end this 
statistical cadenza on a_ heavenly 
note), almost 50 million Americans 
attend church every week these days 

. an increase of 12 million in just 
the last seven years. 

What does it mean that we are soon 
to be so much wealthier and wiser, 
so much more at leisure, so much 
more cultured? How do all these 
bright and beautiful statistics, this 
mushrooming of the mental, physical, 
social, spiritual and cultural aspects 
of our living affect the selling prob- 
lems of direct mail? 

It seems to me that our selling 
problems divide themselves neatly 
into two groups. One consists of how 
to persuade more advertisers to use 
more and better direct mail. The 
other is the ancient problem of how 
to improve the direct mail that we 
do produce .. . how to make it sell 
the recipient more effectively. 

Both of these problems are vigor- 
ously affected by changes which are 
basic to the taste and judgment of our 
whole population. Everywhere around 
us in the future there may be prod- 
ucts and systems, techniques and 
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machines performing functions that 
we can not now predict. But the real 
differences will lie in the changed 
resistances and susceptibilities of our 
prospects and customers. . . the new 
ways in which they will resist our 
selling and the new ways in which 
they will accept what we say. 

All the old unchanging, eternal 
drives will still be there: love, hunger, 
family, prejudice, ambition, pride, 
jealousy, snobbery, sex. But, as Clif- 
ford Bloxham, a British adman of 
some prominence, said not long ago, 
there will be a new and sharper im- 
patience with the second rate .. . a 
hard unforgiving contempt for the 
banal. There will be an increasing 
refusal to pay attention (or anything 
else) to the advertiser who shouts or 
drones to conceal his lack of anything 
new and worthwhile. 


“No Formula Is the Best Formula” 

The future will demand a new di- 
mension of frankness and simplicity 
(as opposed to windy exaggeration). 
The prospect of tomorrow (the execu- 
tive to whom we are trying to sell a 
direct mail program and the addres- 
see reading the direct mail we have 
sent him) will more and more expect 


to be addressed like the better edu- 


cated, more leisured person he is in- 


creasingly becoming. He will expect 
his advertising to be a presentation 
of information, offered interestingly 
and with some charm, stated with a 
certain candor and without claiming 
or implying too much. 

Woe betide the operator who under- 
estimates these changes . . . who keeps 
talking down to a market that is 
growing up. Woe betide the older 
men in this business who insist that 
they know it all — that “corn sells” 
—that the old, tried-and-true for- 
mulas (how I hate that phrase) are 
the best formulas. Actually, of course, 
no formula is the best formula. The 
future belongs to the bold. 


An Absurd Croaking Is Heard 

For the past several years, the 
amount spent annually by American 
business on direct mail advertising 
has gone steadily upward. Between 
1949 and 1955 the investment of 
American business in direct mail 
grew 68% ... from 755 million dol- 
lars to more than one and a quarter 
billion dollars. But while this phe- 
nomenal rise was taking place, a 
croaking made itself heard more and 
more noisily. And in recent months 
its has attained new heights of vol- 
ume, cacophony and absurdity. 

“Everybody's using direct mail,” 
says this school of thought (if it is 
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indeed “thought”), “the mails have 
never been so crowded. Maybe we 
ought to cut down our direct mail. 
Maybe we ought to cut it out. There’s 
too much competition.” 

This sort of talk makes me so mad 
that I get a bellyache and a roaring 
in the ears and I have to go off some- 
where and read The Power of Posi- 
tive Thinking or listen to Rubinstein 
play a nocturne to restore my natural 
serenity of soul. Because for some 
reason, you never hear our com- 
panion media discussed that way . . . 
and I wonder why. 

Nobody ever seems to say: “There's 
so much advertising in the magazines 
that we ought to cut our magazine 
advertising appropriation.” (And, I 
might add, thank goodness for that! ) 
No one says that there’s so much TV 
advertising, so much newspaper ad- 
vertising, so much radio advertising 
that the appropriations for these 
media should be cut down or out. In 
such cases the assumption is that 
when any advertising medium is used 
more and more widely, that’s a clear 
sign that the medium is getting re- 
sults, and that sensible users should 
redouble their efforts in it. 

But many an advertiser who ought 
to know better will sit in his office sur- 
rounded by newspapers and maga- 
zines bulging with advertising, read- 
ing a trade paper article about the 
new highs in television billing arid say 
to his associate: “Let’s let the rest of 
our advertising ride, but we ought to 
cut down on our direct mail. Too 
much of it’s being used. Look at all 
the stuff I got in the mail this morn- 
ing.” 

I think I’ve got part of the answer. 
For some reason implicit in our cul- 
ture and our caste system, a man feels 
like a big shot when he can say (a) 
that he gets a lot of mail, and (b) 
that he doesn’t pay any attention to it. 
He may have just subscribed by mail 
to the Record-of-the-Month Club, or- 
dered a new pair of shoes from L. L. 
Bean’s catalogue, read a fine booklet 
from CBS through from cover to 
cover — and routed three other mail 
pieces around the office for the at- 
tention of his associates — but just 
ask him about the direct mail that he 
gets and he'll snap back (as fast and 
automatic as a knee-jerk): “I get too 
much of it — and I throw most of it 
away.” 

He (meaning the average Ameri- 
can) just hasn't got the respect for 
direct mail advertising that he has for 
other forms of advertising. He puts 
it in a class by itself . . . as an irritat- 
ing form of an institution that he 
otherwise approves. 


May it not be that direct mail is 
in disrepute compared to other ad- 
vertising media because most direct 
mail is not prepared by professional 
advertising men— and that, conse- 
quently, the great body of direct mail 
is of a much, much lower quality 
than the mass of advertising in other 
media? 

The advertising agency is the watch- 
dog of advertising quality in these 
United States . . . and practically no 
television, magazine or newspaper ad- 
vertising is prepared without the help 
of an advertising agency. But only 
a small percentage of direct mail 
pieces has the benefit of agency prep- 
aration or of any professional mar- 
keting, copy and art counsel. Most 
direct mail is written by an under- 
paid employee of the advertiser’s or 
by someone hired on a free-lance 
basis by the printer. 

And not only do the results show 
it . . . but because of this, a major 
factor is lacking in direct mail which 
is present in other advertising. And 
that factor is a strong professional 
voice to argue back against the ad- 
vertiser when he wants to do things 
with his direct mail that are techni- 
cally wrong and actually destructive 
of his own interests. 

A good advertising agency knows 
that it must not let its client adopt 
sleazy practices or approve and pub- 
lish sloppy, inadequate ads on tele- 
vision or in the newspapers or maga- 
zines . . . for every such ad damages 
the reputation of the agency. Con- 
sequently, the agency heads “stand 
up” to the client president or execu- 
tive vice-president or advertising 
director and fight the good fight year 
after year to keep advertising alert 
and professional and up-to-date and 
interesting. 

But most agencies don’t really want 
to be bothered by direct mail — and 
so the advertiser, frustrated in his 
attempt to down-grade his magazine 
or newspaper ads, turns and focuses 
all this thwarted energies on his direct 
mail. He also focuses all his thwarted 
sense of thrift on his direct mail. The 
economics of the other media are 
clear and logical. With television 
time and magazine and newspaper 
space costing what they do, it is 
general knowledge that a certain per- 
centage of those figures must be added 
for talent, art and production costs. 
But in direct mail there are no such 
conventions. 

Again and again a direct mail ad- 
vertiser will ruin a major mailing to 
his best customers by cutting down 
on the art bill, or by refusing to use 
a heavy enough stock . . . or, the 
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greatest sin of any, in my opinion, by 
refusing to pay a decent fee for the 
conception and writing of the piece 
or campaign. 


Why the Dismal, Dreary Pieces? 

Part of this grows out of the fact 
that a very great proportion of all 
direct mail consists of relatively small 
runs. Thousands of mailings of two, 
three or four thousand pieces go out 
every month to lists of customers and 
prospects in thousands of fields. And 
when you are mailing only 3,000 of 


tion,” “Act now betore it’s too late.” 
In fact, before it’s too late, let’s admit 
that lazy writing like this can prove 
the undoing of us all. 

For this is why direct mail does 
not share in the prestige of advertis- 
ing in general. And this is why those 
of us who do turn out good direct 
mail are continually having to defend 
our medium against attacks like that 
nonsense about “There’s too much 
mail, Let’s cut down on ours!” The 
truth is, there’s too little originality; 
let’s step up on ours! 


BOLD SHALL INHERIT 


more adult. In fact, we must be more professional, and we must have the 
courage and the skill to persuade the men whe pay the bills for direct mail 
thet adhering to professional standards is the only way to keep direct mail 


anything, an art charge of $600 
means 20¢ a piece; and a copy charge 
of $900 brings the total to 50¢ for 
each booklet or folder or whatever. 
This sort of figure just for copy and 
art seems positively immoral to the 
average businessman . . . and he in- 
dicates his strong disapproval by 
cutting his creative costs to the bone. 
This is why our mails are filled with 
dismal, dreary, droning, colorless 
letters, folders, booklets and cata- 
logues. 

This is why The Reporter of Direct 
Mail Advertising, Henry Hoke’s stal- 
wart defender of our medium, has to 
keep bawling out people who mail 
letters that pretend to be personal, 
but make no real effort to look per- 
sonal. They're usually printed in 
typewriter type with a headline in- 
stead of a salutation and a signature 
in the same color as the body matter. 
They look about as much like a per- 
sonal letter as a summons for park- 
ing. As Henry says, their insincerity 
“smells through like a clove of garlic 
in vanilla ice cream.” 

The order blank disguised as a 
form for the correction of a mailing 
list is another piece of hokum that 
Hoke hacks away at. In this case, 
the accompanying letter usually an- 
nounces that “We just wanted to 
check your name and address.” The 
universal reaction is “Oh, baloney!” 

-and the whole thing wins no friends 
and influences no people . . . favor- 
ably, that is. And while we’re up, 
let's declare open uncompromising, 
total war on tired phrases like “Satis- 
faction guaranteed.” “Do it now,” 
“Absolutely free,” “Without obliga- 


(Ed. Note: Don’t remember saying it . . . 
but it sounds good) 


What do I mean by “originality ?”: 


@ / mean originality of Format: printing 
your direct mail message on a piece of silk 
or making it look like a cocktail napkin 
or mailing it in a little, plush-lined 
jeweler’ case. 


@ /| mean originality of Timing: timing an 
announcement that you are opening a new 
office in Cairo to arrive the day that Nasser 
comes to Washington to talk to [ke—timing 
a sale of trousseau underwear or brides- 
maid’s frippery so you can announce it the 
day Grace Kelly marries Prince Rainier in 
Monaco. 


@ | mean, always, originality of Copy: a 
pair of poultry shears offered in a folder 
showing a picture of a turkey. Says the tur- 
key: ‘Please give me something to dismem- 
ber me by!” Or a book of gossip described 
as containing lines that “tickle and needle 
and nudge.” 


@ / mean, always, originality of Art: a 
weathervane in a mailing piece for, let-us- 
say Newsweek, arranged so that the initials 
of North, East, West, South spell “NEWS” 

an illustration in an electric shaver folder 
that shows just a baby’s backside to indi- 
cate how smooth your face feels after a 
shave. 


@ / mean originality of Attitude: the un- 
expected tone of voice, the unpredictable 
(and therefore arresting) phrase, drawing 
or name. Qantas Air Lines, naming their 
big, beautiful six-engine planes “Sam” and 
presenting a kangaroo as a prize to the 
winner of their name-picking contest .. . 
Container Corporation's inspired technique 
of selling cartons by publishing beautiful 
abstract paintings and pearls of wisdom 
from the writings of our greatest philoso- 
phers and thinkers . . . the Chase Man- 
hattan Bank, a staid, dignified organization 
in a traditionally stuffy field, advertising it- 
self on television with animated cartoons 
that look as if they were done by a not 
particularly gifted child. 


@ | mean originality of Audience: the de- 
partment store mailing its sale announce- 
ments to the employees of its suppliers; the 
New Yorker mailing subscription letters to 
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all the old ladies in Dubuque. The first 
line of that letter should read, of course, 
“Honest, ladies, we were only kidding.” 


@ | mean originality of Medium: stiff- 


neck remedies using sky-writing . . . light- 
ers advertising on match books that say 
“Aren't matches a nuisance?” . . . Douglas 


Leigh, famous producer of mammoth spec- 
taculars, spreading word of his service by 
mailing a message engraved on the head of 
a pin. 

@ | mean originality of Association: Com- 
mander Whitehead and Schwepps . . . the 
leopard and Vodka . . . the man in the 
Hathaway shirt . . . White Owl Cigars tie- 
ing in with Most Happy Fella. 


There isn’t enough of this kind of 
thing in Format or Timing or Copy 
or Art —in Attitude or Medium or 
Association. There’s never enough of 
it . . . but especially right now, in 
direct mail, there’s not enough of it. 

And I can not absolve the profes- 
sionals from this harsh indictment 
either. In fact some of the profes- 
sional direct mail planners and writers 
are just as prone to shy away from 
originality and stick too long with an 
idea as are their opposite numbers in 
Hollywood. If one Civil War movie 
makes a lot of money out on the 
West Coast, there follows a long series 
of Civil War movies. And the last 
of them are always awful duds. 

It’s the same in direct mail. Some- 
body dreams up a new format or a 
new copy approach or a new gimmick 
in direct mail . . . and the imitators 
plug away at it until, as TIME used 
to say, reels the mind. The public 
is going to be much less patient with 
this kind of oafish uniformity from 
now on out. 


The Beginning Of 
Greatness .. . 


Several years ago Charles L. Whit- 
tier, retired vice-president and Chair- 
man of the Plans Board of Young & 
Rubicam, made a speech before the 
New York Council of the American 
Association of Advertising Agencies. 
It was a ringing challenging speech 

. . and I would like to close my 
remarks with some sentences of his | 
have never forgotten: 

“The beginning of greatness is to 
be different. Conversely, the begin- 
ning of mediocrity is to be the same. 
Similarity flourishes like weeds. But 
differences must be cultivated like 
rare and fragile flowers. The success- 
ful production of great advertising is 
a never-ending resistance to similar- 
ity; a constant struggle to avoid the 
usual; a continuous effort to provide 
new ideas, to illustrate them with 
freshness and to express them with 
originality.” @ 
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Hankey Summit 
Bloody Run 


Read this letter carefully and see what you 
think. It arrived in a plain brown envelope 
(8%” x 5%") with a 3¢ stamp, canceled and 
postmarked March 29, 1957, 5 PM at Paradise 
Valley, Nevada. Through a window at the top 
left, the illustration at the top of letterhead 
showed through. 

This reporter started reading the letter, re- 
produced in brown typing on tan paper, with 
letterhead printed in dark brown and orange. 
The first paragraph flabbergasted us, wonder- 
ing how a television station could claim 100% 
sets in use. 

The third paragraph revealed that it was a 
spoofing letter, but didn’t get the point until 
the P.S. Of course, the P.S. naturally made the 
reader curious to read the attached sheet from 
a so-called competitor. It was a promotion 
piece from WTVH in Peoria, Ill, giving oa 
logical and convincing story of sets in use in 
Peoria in daytime, nighttime and across the 
board. The promotion man from WTVH was, 
of course, the instigator of the piece. 

We are rating this as one of the cleverest TV 
promotion p‘eces (and the use of curiosity and 
humor) we have seen in a long, long time. 
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HERE ARE 12 WAYS TO GO AFTER YOUR 
NEW MAIL ORDER MARKET VERTICALLY, 
HORIZONTALLY OR IN COMBINATION 


(But Always Selectively) 


1, Refine lists that fall into your market, lists that have the characteristics 
you want but which have not pulled on your tests. Perhaps you can select 
parts which will work. Get more information from your list owner, from your 
list broker. Ask him for a breakdown . . . By state, By metropolitan area, 
By sex, By unit of sale, By date of purchase. Select growth areas and 
reject areas thet are suffering population and busi losses. Relate all 
information you get to market research. Test and use the results. Be selective— 
look for better returns on smaller segments. Cut out the marginal parts of lists. 
FOR EXAMPLE—you mailed 10,000 and get 100 orders for a 1% return. 
Suppose you could cut your mailing 50% and get 75 orders for a 1.5%. You 
then could use the savings to hit another prime market. 


2. Consider more exch even with petitors. Try a test and see 


whether you will gain or fees. You may be surprised to know that it often 
has worked out well for both parties. 


3. Discover companies that have never released their lists. How? Check 
what is available now. Go after similar companies. 


4. Rediscover space advertising, radio and TV. 


5. Go after inquiry names in i 
6. Try prospect names built by other businesses for their own use. 


7. Have salsemen build a list through personal contact. 


8. Ger big appliance companies to release their warranty names. How 
many of these companies do not realize what a gold mine they have? Buyers 
of toasters, waffle irons, rotisseries, radios, TV's, refrigerators. These people 
would be lient prospects for related products. 


9. Add to your “Men in Motion” group: Those who have gotten a new 
position, Those who have gotten a promotion, Those who have bought 
a ‘new’ mew home or an “old” new home, Newly marrieds, New car 
buyers, Employees of businesses that have moved to new areas, to new 
quarters, Men who take business or pleasure trips—foreign sailings, 
Men who travel by air, People who attend business conventions, 
People who attend social conventions, Those who have recently joined 
associations, Those who have signed up for advanced business course. 


10. Reach other groups through membership organizations: Veterans, 
Religious, Professional, Trade associations, Alumni, Social. Fraternal, 
Athletic, Literary, Political. 


11. Select from within these groups: Officers and directors, Specialists, 
Men with advanced degrees, Those who have received honors. 


12. Go after markets in other ways: By area—new suburbs, new devel- 
opments, new apartment buildings, new housing, by home ownership 
or rental. By income and education, By business affiliation, By job 
title, From tax lists, From voting registration lists, By auto registra- 
tions. 


@ All the above is merely a starter for you. Add to them your 
own ideas, your own variations. Define, refine and select. 


HOW 

TO 

REACH 
YOUR NEW 


MAKE AMERICA. They are 
the market. Today there are 170,- 
000,000 people in America. Ten years 
from now there will be 193,000,000. 
People will be making more money 
than ever before and spending more. 
There will be people with more lei- 
sure and more education. People mar- 
rying earlier, raising larger families, 
living longer. 

Now 170,000,000 or 193,000,000 
people are not important as a statistic. 
They are important to you and to 
me and to all who sell a product by 
mail only as selected markets for 
selected products. And as the popula- 
tion grows, it is important for us to 
know the shifts and growth of various 
groupings that make up our markets. 

Since products determine the mar- 
kets, it is normal for any research to 
begin with the product. How many 
of you actually have market re- 
searched your product? Can you 
name with assurance those people 
who need your product, those who 
can use it, those who can afford it, 
those in whom a desire for your prod- 
uct can be created? Most of us can 
give only a partial answer. By this | 
mean that you have built up a back- 
log of experience by lists. To the ex- 
tent that you know the make-up of the 
list, you know your market. But — 
let us admit that this knowledge of 
the characteristics of most mail order 
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MAIL ORDER MARKETS 


by Arthur S. Dembner 


From DMAA’s Second Annual Mail Order Workshop at 
The Hotel Plaza on April 23rd, Arthur (Red) Dembner 


outlines the importance of making markets “ever- 


expanding with the population” . . . 


lists is pitifully small. There are two 
basic reasons: 1.) the list owner does 
not or cannot make this available and, 
2.) you do not use the information 
which is available. 

But, even if the list owner were to 
provide studies of his own list and 
you were to utilize it for your pur- 
pose, it would not be enough. You 
may be losing out in some important 
markets. You may be running a 
Model T operation in an atomic so- 
ciety. You cannot afford to operate 
with only part of the answers. You 
must find out, and not merely super- 
ficially by trial and error, what the 
outside limits of your market are. 
What exactly is your potential? 


Selling ALL Potential Buyers 

The best place for all of you to 
start is with your own master active 
list. You can get as complicated and 
go as deeply as time and money will 
permit. But all of us, small and large. 
can do a mail questionnaire to a 
cross section of our list. This will not 
cost you very much for what you 
will learn. (One cautionary note: get 
some professional help if you have 
had no experience with this type of 
survey.) 

When you complete your survey 
(and this should be done _period- 
ically) analyze it, relate it to your 
problem and use the results. With this 
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information, you can begin to go be- 
yond the self-imposed limits of your 
universe, your market. You can de- 
termine whether or not you are get- 
ting the most out of your present 
market. Have you even come close to 
selling all your potential buyers? 

There was a time when 400,000 or 
600,000 book club members were 
considered par for the course. Very 
few, if any, could better it. Now there 
is a book club which is reputed to 
have 3,000,000 members. When you 
have reached the point where you are 
close to selling all your potential 
buyers, where your annual sales have 
reached a high plateau and there ap- 
pears to be nowhere to go, stop and 
reflect for a moment. 

You have a list, a market, which 
has been utilized for one product or 
perhaps several. What other products 
can be sold to your own list? Big cor- 
porations are diversifying! Why not 
you? Here again some basic research 
is necessary. You may have to get 
into sociological and economic re- 
search, or it may be as simple as find- 
ing a product related to the one you 
are selling. 

Look at Esquire, Inc., and see how 
they have diversified: 

. Esquire . Cartoon Books 
. Coronet Juvenile books 
. Esquire Club . Calendars 


. Cook Books Corenet Instructional 
. Drink Books Films 


HERE ARE 6 LIST 
MARKET POSSIBILITIES 
ON A CHRONOLOGICAL 
BASIS 


Shakespeare set up basic categories for 
us in As You Like It; The mewling in- 
fant, the schoolboy with shining morn- 
ing face, the lover sighing like a fur- 
nace, the soldier jealous in honor, the 
justice full of modern instances, the 
sixth age with voice turning again 
toward childish treble, the last scene of 
all. There ore lists for each of these 
stages or ages. There are lists from 
births to deaths. There are: 


1. 4,000,000 BABIES born each year. 
How do we get these names?—diaper 
services, hospitals, friends, even free 
plastic pants for your baby if you send 
in names of 2 pregnant women. 


2. YOUTHS (5-19 years) now 42,000,- 
000. 56M in ten years. Get them 
through high schools, societies, H. S. 
grad lists, under grad lists, directories. 


3. NEWLY MARRIEDS—one and o 
half million in 1956. And this figure is 
bound to increase. 


4. SOLDIERS — nearly 3,000,000 in 
armed services today — and over 
22,000,000 veterans of all wars. 


5. ALUMNI — over 400,000 college 
grads per year. In 1950 there were 
eleven and one-half million people 
who had 1-4 years of college. College 
enroliment today is over two and a 
half million. 


6. OLD AMERICA — over 14,000,000, 
65 and up. The age expectancy of 65 
year olds now is 13 years for men, 
15.7 years for women. This market is 
growing in number of things it buys. 
New products must be developed to 
meet their needs. Have you consid- 
ered this market? Who would have 
thought of selling insurance to peo- 
ple over 65? The Old American In- 
surance Co. has built an excellent 
business in this field in the last 17 
years. They have a large list of these 
people. You can get others through 
advertising, through census informa- 
tion, policy holder information, social 
security. 


@ Again, define your market, refine 
the list possibilities by using as mony 
of the above references as feasible, 
select the ones you want. 
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FIVE S.1.C. WAYS TO REACH THE BUSINESS MARKET 


$.1.C. or Standard Industrial Classification System is the Federal Government's system for defining and 
classifying every b in our y. There are 951 seporate and distinct industrial categories under 
this system. This means 951 separate lists of business firms by name of firm. List owners catalog every 
$.1.C. number, with its industrial tite and the total number of names available in that classification. 
Major groups covered includ ers, wholesalers, retailers, contractors and service firms. Each 
$.1.C. number consists of four digits. The first two digits indicate the “function” (manufacturing, retailing, 
wholesaling, etc.) as well as the major industry group such as food, chemicals, rubber, machinery, 
apporel, etc. The last two digits indicate the “line” (product or service). 


TO WLUSTRATE: A firm with an S.1.C. number of 35 41 would be identified first as a manufacturer 
because the first two digits are between 19 and 39. Second, the 35 also identifies the major industry 
group as “ hinery facturers.” Finally, the last two digits (41) show the firm's manufactured 
product as “machine tools.” There are many ways this method of list compilation and market selection 
can be used. 


Selection of specific industrial markets 

Selection of parts of industrial markets 

Saturation of specific industrial markets 

Correlated with Financial rating information to select by “size” 


For researching a market 


Mail Order Buyers Still a 
Major List Source 


How many different products can 
vou sell to the same list? An in- 
finite number if the new products 
meet the needs, desires and interests 


of the buyer. Find completely new 
products for new markets. You have 
established a basic pattern of selling 
by mail which can be utilized not 
only to your own list, but to new 
lists and with newly developed prod- 
ucts. 

With this in mind, let us look at 
some markets, at lists of people who 
can be induced to buy. What are the 
present sources? How are they being 
used? What are the newer areas? 

Let’s start by saying that the mail 
order buyer is still one of the major 
list sources. This is something you all 
know. A man who has bought any- 
thing by mail is generally a better 
prospect for additional mail order 
purchases than a man who has not. 

But, if we persist only in this type 
of reasoning and only in this type of 
operating, we then limit our growth 
possibilities. All of us would be fish- 
ing in the same stagnant pond. Our 


market would be evaporating due to 
factors beyond our control . . . like 
deaths. Even with controllable factors, 
the best of us lose some customers 
and the others lose many more. This 
presents a replacement problem. We 
might fish out enough new orders in 
this closed market to stay even. We 
might even get ahead at the expense 
of other fishermen, one of our com- 
petitors. But is this really growth? 
In our growing economy, in our 
growing markets, to remain static, to 
merely replace losses is to regress. 
You can’t afford to stand still. To 
counteract this trend, to add contin- 
uing fresh running water and fresh 
fish to our pond, to make our markets 
ever expanding with the population, 
is both the problem and the answer. 


“Define, Refine and Select” 

How? With your audience study in 
hand you know what your buyers 
have in common besides having pur- 
chased your product. You know age, 
education, income, position, property 
ownership and many other factors 
that give you your composite buyer. 
Once you know who your man is, 


what your market is, you can go after 
it! 

You can use any of the suggested 
ways of getting at your market shown 
here . . . in combination or by itself. 
There are many more ways you may 
want to develop for your own use. 
But always keep in mind that your 
product determines your selection of 
market. For example, Reader’s Digest 
does saturation mailings across the 
country while Great Books had as its 
first goal the sale of 1,000 sets of 
books at $298 each. 

Start with your product, analyze 
your market, select from what is 
available to meet your requirements. 
Eliminate the marginal markets. Try 
to concentrate on the markets with the 
best potential. Remember to define, 
refine and select. With information, 
with experience, with experimentation 
and imagination you can find your 
new mail order markets. Mail order 
then can go anywhere you direct it. 

The people who make up our ex- 
panding market make mail order 
exciting and profitable. Only you can 
make it dull and unprofitable. 
DONT! @ 
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HE COMPETITION for the charity 
dollar is admittedly becoming 
tougher and tougher. When I was 
asked several years ago, to head up 
the Development Committee for Boys’ 
Home, Inc., Covington, Virginia, I ac- 
cepted with many misgivings. Know- 
ing nothing of the intricacies of fund 
raising — and particularly the direct 
mail angle and being a complete 
novice, I eventually turned to the 
fount of knowledge and joined the 
Direct Mail Advertising Association. 
Most of their publications, booklets, 
pamphlets, etc., have been purchased 
and have been thumb-worn with read- 
ing and re-reading and the underlin- 
ing of salient principles. 
Our Board of Trustees felt that a 
consistent policy should be followed 


SOME EXPERIENCES 
OF A NOVICE 


of building good will . . . and keeping 
that good will. For several years 
they resisted any suggestions of the 
use of Third Class mail. They felt 
that only First Class mail would 
bring readership of our materials. 
This attitude continued, in spite of 
many presentations to them showing 
the results of surveys published in 
The Reporter. 

Finally, I purchased a Pitney- 
Bowes Postage Meter, drew up an at- 
tractive envelope, an appealing ad- 
vertising slug, and ran two envelopes 
through the machine almost 
identical, except for the .01 or the 
.03 in the upper right hand corner. 

The results . . . an authorization to 
run a test mailing alternating every 
other name with First Class or Third 
Class postage. Here are the results: 


FIRST MAILING: 
Enclosures: letter, donor card. 


Number 
8151 at 
8174 at 3¢ 


April-May 


88 to 194. 


it should be noted that the one cent postage increased the profit 120% from 


Cest Return number Profit 
$37/1000 1.11% 194% 
$57/1000 1.06% 


SECOND MAILING: 


Enclosures: letter, donor card plus business reply envelope. 
Same list minus previous donors and nixies. 


Number 
14,589 at I¢ 


September 


JUNE, 1957 


Return number Profit 
2.0% 172% 


Cost 
$39/1000 


by Col. Parry W. Lewis 


Chairman, Dev. Committee 
Boys’ Home, Hampton, Virginia 


I am not too proud of the per- 
centage of returns. It is realized 
that a lot of hard work has yet to 
be done to improve the appealing 
power of our materials. These recipi- 
ents heard of Boys’ Home, Inc. for 
the first time. They received the first 
letter . . . cold. 

It will also be noted that a Busi- 
ness Reply envelope was included in 
the second mailing. There is no way 
of determining in this particular test, 
whether the return envelope or the 
second exposure was primarily re- 
sponsible for the increase of the re- 
turns from 1.1% to 2.0%. 

Boys’ Home has been caring for 
and educating boys from broken 
homes for over fifty years. It haa 
been neglected for too long. We are 
mighty proud of the record these boys 
have been making. For the past five 
years, many of our high school grad- 
uates have won scholarships to col- 
lege. Our publicity is conducted on 
less than a shoe-string. Fortunately, 
the result of the test and the conse- 
quent decision of the Board in favor 
of Third Class mail (for bulk mail- 
ings) have materially reduced our 
costs, with no decrease in donor 
response. @ 


Reporter's Note: Sometimes The Reporter is ac- 
cused of paying too much attention to the big, 
big users of direct mail. lt is, therefore, a 
pleasure to give you a report from a small 
user, and a novice to boot. Col. Parry W. 
Lewis is chairman of the Development Com- 
mittee of Boys’ Home, 260 Little Farms, Hamp- 
ton, Va. An item in «a recent Frontporch 
Scuttlebutt, referring to the resistance of man- 
agement to the use of direct mail, stimulated 
Col. Lewis to write this report. All of you 
should be interested in it because the writer 
is working on a total operating budget 
amounting to just about $100,000 per year. 
Some of you experts should be interested in 
his analysis of the difference between first 
and third class postage mailings. 
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Identifying gimmicks, customer service and 
marketing ideas parlay into an 83% increase as... . 


“TCF” CRACKS SALES COMPLACENCY IN CANADA 


Just two short years ago TCF of Canada, Ltd. was a new company plagued by some 
serious sales problems. As producerg of packaging material (TCF means transparent 
celluloid film), they found specialized markets hard to crack. Salesmen became 
complacent and began loosing their enthusiasm. It was then that TCF hired young 
Oliver L. Niehouse as sales promotion manager. As former technical service manager 
for Olin Celloph Co., Nieh had no direct mail experience other than a 
side-line personal fling at mail order. But for TCF he has demonstrated an amazing 
ability for coordinated direct mail planning . . . which has pulled the Canadian 
packaging producers up by their bootstraps. Here’s the story . . . how Niehouse 
has developed a TCF promotion powerhouse: 


i THE CASE OF TCF of Canada Ltd., 
direct mail was called upon to do 
much more than to try and help sell 
the product. To fully appreciate the 
value and significance of direct mail 
in TCF’s over-all picture, we must go 
back to January, 1955. 

The firm had then been in opera- 
tion for only two years and manage- 
ment stepped back to evaluate the 
developments and put the company’s 
future plans into proper perspective. 
The results of this evaluation were 
not exactly encouraging. It was dis- 
covered that TCF was still practically 
unknown among users of packaging 
material. Even the established cus- 
tomers were constantly confusing TCF 
with TCP, TCA (Trans-Canadian Air- 
lines) and other lettered establish- 
ments. Furthermore, it was discovered 
that everyone was calling the TCF 
product by the trade marked name 
used by the competitors—an estab- 
lished firm for over 25 years—cello- 
phane. The problem was heightened 
by the fact that while cellophane is 
a generic term in the U. S., and has 
been declared so by the courts, every- 
where else in the world it’s still a pro- 
tected trade mark. 

With the evaluation of the existing 
situation clear, TCF management 
went about developing a “creative 
selling” program: that would sell TCF 
of Canada and its products to Indus- 
try. 
They realized and accepted the fact 
that “transparent cellulose film” would 
never become a household phrase, 
but hoped that, through the efforts of 
its “creative selling” program it 
would become a recognized term as- 
sociated with quality packing mate- 
rials. 
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Management decided that one of 
the most important instruments in 
their new approach would be direct 
mail advertising. Three separate di- 
rect mail campaigns were set up which 
would run concurrently. The philos- 
ophy behind these campaigns was to 
show each individual customer and 
prospective customer how TCF could 
help him cut costs, increase sales or 
improve the protection of his product. 
Management felt that if they could 
accomplish any one or a combination 
of these objectives, and make the cus- 
tomer aware of it, they had a real 
reason to ask for his business. 

The direct mail program was also 
fashioned to build up the individual 
TCF salesman in the eyes of the cus- 
tomer as an authority on packaging. 
Thus, the mailing pieces all contained 
frequent suggestions to “Discuss it 
with your TCF representative,” “Be 
sure to see your TCF representative 
on his next call,” and “Ask your TCF 
representative how you can use this 
service,” ete. 

The actual direct mail campaigns 
were worked out in the following 
way: 

1, The first sequence, gimmick mailers such 
as the packaging headache mailer are used 
as strong attention getters and serve to 


plant the idea of turning to TCF (through 
the salesman) or packaging suggestions. 


2. The second series establishes and con- 
cerns itself with TCF services and why TCF 
qualifies to provide packaging suggestions. 
These services, of course, are available only 
through the salesman. 


3. The third series is the TCF external 
publication, “Methods and Trends”. This 
demonstrates actual samples of TCF pack- 
aging suggestions. 

The mailings go out in the above 
sequence approximately three weeks 


apart, which means that a cycle con- 
sisting of one of each is completed 
every two months. 

Since TCF accounts are called upon 
by salesmen with various degrees of 
frequency depending upon their size, 
location, etc., no attempt was made to 
time these mailings in relation to the 
salesman’s calls. Management felt that 
with the heavy mailing schedule, one 
of the items would arrive close 
enough to the salesman’s visit to 
provide strong remembrance or as- 
sociation value. Items arriving after 
the visit would effectively act as a 
follow-up stimulant. 

Throughout the course of a year, 
18 mailing pieces are sent out. This 
represents an investment of $4.50 per 
name on the mailing list per year. On 
the surface, this figure may seem 
somewhat high, but in observing the 
basis for measure, it is found that 
this same $4.50 represents one quarter 
of the cost of a single call by a TCF 
salesman. This is a reflection of man- 
agement’s attitude toward the impor- 
tance of direct mail to the salesman 
and the anticipated sale. 

The results of this concentrated 
direct mail campaign have been 
cumulative. There has been an ever- 
increasing number of comments on 
the salesmen’s trade reports of favor- 
able customer reactions to the pro- 
gram, and in many cases, prospects’ 
doors have been effectively opened 
for the eventual sales. A surprising 
number of people have written, tele- 
phoned, or even come by one of the 
TCF branch offices to acquire addi- 
tional information as a result of a 
mailing piece. 

(Continued on Page 35) 
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1. GIMMICK FOLDERS sent to 3,200 prospects every three weeks used 
band aids, sandpaper, balloons, etc. to build strong identification for 
“TCE” .. . establishing that TCF was a good firm to know. 


2. SERVICE FOLDERS mailed at regular intervals were created to show 
how TCF would help the customer sell his customers . . . why TCF design 
and production departments were qualified to do a complete packaging 


job. 


3. INFORMATIVE PUBLICATIONS called “TCF Methods & Trends” reached 
prospects monthly . . . giving them sound marketing ideas and demon- 
strating unique uses for TCF packaging materials. 


SALES ENTHUSIASM was created among TCF’s 30 salesmen with a series 
of direct-mail promoted sales meetings. With a theme of “Building Bricks 
For ‘56,” each salesman received an actual brick in the mail . . . followed 
by a series of personal photos taken at the sales meeting to remind him 
of his part in the meeting. 
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“BUILDING BRICES FOR 


During the pre-aeeting build-up and before the apeting it 
was announced, el] saleemen received an ectual brick in the 
mail, Wrapped in plain brow: paper it bore no identificats 
as the the sender. 


“BUILDING BRICKS FOR 


As take-home soyvenir of the meeting, everyors received om 
| of these brick layer's trowel, stenciled with the theme of the 


| "Pullding Bricks for 
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Sick and Tired of “Price Offer” Copy Approaches In Their Advertising, $. Rose, Inc., Cleve- 
land Office Equipment Distributors Tumed Te Robert Silverman Advertising For “Something 


“NOBODY CAN 
COMPETE WITH 
A MOUSE!” 


By Bill Millhon 


Robert Silverman Advertising, Cleveland, Ohio 


Copywriter 


Different.” What They Got Wes A Zany Letter Campaign Written and Produced By A 
Resourceful Redent Named “S. Mouse.” His Results Topped The Best Copy Cots In The 


ROBERT SILVERMAN ADVERTISING’S COPYWRITER BILL MILLHON TELLS HOW AND 


Business . . . Without One Bit Of Cheesecake To Help Him Along. 


WHY S. MOUSE WAS CHOSEN TO DO CAMPAIGN SHOWN ON THE OPPOSITE PAGE: 


fp aim of our letter campaign 
was to publicize the firm name of 
S. Rose, Inc., and to make S. Rose a 
synonym for office machines and fur- 
nishings in Cleveland. 

The competition in this field is ter- 
rific here. You do new business on 
the basis of price . .. you get repeat 
business after proof of value 
Our basic problem was to make sure 
that S. Rose would have a chance to 
bid on new business and to build up 
their present customer list . . . on a 
low advertising budget. Other than a 
listing in the telephone book, the 
advertising this firm used was an oc- 
casional product ad in newspapers, 
very sporadic direct mail and direct 
selling through their salesmen. 

The direct mail used in the past 
hadn't been very effective for S. Rose. 
Self-mailers, manufacturer-produced, 
with a strong emphasis on product 
and price, with the S. Rose imprint. 
These self-mailers were sent out 
“cold” into the cruel world without 
covering letters. Response: very poor. 
Not much selling-help, actually . . . 
when half a dozen other firms are 


selling the same product and using 
the same pitch. 

So ... we had to rule out our 
usual techniques, the straight-forward 
sales pitch and standard product ad- 
vertising. Everybody else was tapping 
away at product and price and the 
good old stand-bys of “dependabil- 
ity,” “years of service,” “unusual 
values” . . . which are very nice and 
sometimes true, but not very exciting. 
We recommended that our client step 
completely out of the advertising pat- 
tern of the field and play up the only 
distinctive feature of his operation . . . 
which was his “S.” and to use humor 
to secure readership and _ identifica- 
tion. Instead of throwing us out, Mr. 
Rose grasped the idea and gave us a 
free hand. 

We use the humorous approach 
only when it appears to be the best 
solution to an advertising problem. 
Good humor is wonderful . . . but it 
is a delicate thing . . . and it has to 
be handled by a humorist. 

The s. mouse signature, for exam- 
ple, seems right and proper, doesn’t 
it? Well, it was achieved only after 
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battles with paste-up men, camera 
personnel and other well-meaning, 
but quite humorless people. They 
didn’t know what a mouse-track 
looked like, and thought the copy- 
writer out of his head wanting to 
put a mouse-track on the paper as a 
signature. “You want it like that, it'll 
look just like marks on the paper,” 
they said. 

Non-humorists just don’t under- 
stand the mechanics of fun and funny. 
At the brown-print stage in the pro- 
duction of the first letter, the signa- 
ture was in red and appeared to be a 
laboriously drawn, clawed, three- 
fingered gloved hand a la one of our 
motion picture rodents. In anguish 
the copy writer went to s. mouse, 
himself, for a signature and this was 
reproduced. . . Mid-way in the series, 
the roof blew off again. The copy 
man discovered a would-be “artist” 
faking the s. mouse signature. The 
forgery looked like a track made by 
a cross between dog and _ ruffed 
grouse. “It doesn’t make any differ- 
ence, anyway,” said this unpoetic 
soul. s. mouse had to take over the 
signing again. 

s. mouse is a very believable fan- 
tasy. He is accepted as a definite per- 
sonality with an aim in life and a 
depth of character unusual among 
rats I have known. He even feels a 
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“I've been just itching to cash this check sent 
to me personally by an exhuberant 
says s. mouse, “but I've been too busy at the 
typewriter and telephone to get to the bank.” 
Against the rodent’s violent protests, ad man- 
ager Dick Rose insists “We're going to frame 
it for the office wall.” 


bit low when it is suggested that he 
is a “derivative” character . . . an 
imitation. But he’s mouse enough to 
face up to this snide gossip with 
great fortitude. He has this to say 
about it: 

i am not inspired by don marquis or archie 
the cockroach as some people seem to 
think. there is a copy of archie and mehita- 
bel in an old desk that belonged to a 
newspaperman that is up on the third floor, 
but it does not inspire me. i dont even 
read it anymore. besides the idea of a 
cockroach using a typewriter is too ridi- 
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culous, its all i can do to manage this 
electric machine. and i would stop all this 
talk about me being an imitation of a cock- 
roach by using capital letters except the 
typewriter throws me in the waste basket 
when i try it. which is nerve wracking. so 
i will ignore the talk. 

The response to this wistful naive 
little night manager has been highly 
satisfactory. The letters have accom- 
plished their advertising purpose: 
The name S. Rose is the talk of the 
trade in Cleveland. Anyone who has 
received the s. mouse letters know 


Dick Rose, Advertising Manager, 
S. Rose, Inc., Cleveland, Ohio, 
comments on the s. mouse campaign: 


Our first exposure to s. mouse left us hysterical but dubious. Bob didn’t hove 
nerve enough, | guess, to deliver the proposed series in person—he sent them to 


t of the series: How it would 


us by mail, with a letter outlining the ad 


secure identification of S. Rose, Inc. as an excellent source of office equipment, 


fixtures, furniture . . . 


how it would couse S. Rose to be talked about . . . how 


it was the least costly, yet most effective form of direct mail we could employ . . . 
but it was this point thet sold us on s. mouse: 


competition, because 


nobody can compete with a mouse.” 


That's the kind of reasoning we like. We bought the campaign. 


We mailed this series to a group of office equipment prospects locally, using a 
list prepored by Mr. Silverman. Our initial mailings totalled 4,000. The list is being 


expanded. We mail monthly . . . 


After the first mailing went out there was a period of silence. A few calls from 


friends. A grin and a chuckle from the people we called on. Then the second 
letter went out and the phone began to ring. People began to believe in s. mouse. 
He was accepted as a living character. And, as the series continued, we received 
more and more calls. We became celebrities in the reflected glory of a mouse. 
We had something to talk about beside the weather! And that helped sales! 


what S. Rose, Inc. is and what it sells. 

Reply cards were used in this cam- 
paign for one purpose only .. . to 
give us another chance to hit the 
prospect with the name S. Rose, Inc. 
and to show a picture of the new 
store front. Some reply cards were 
returned, of course, and some orders 
were received directly on the reply 
cards, but most of the leads which 
produced sales came in by telephone. 

The people who have refused to ac- 
cept the fantasy of s. mouse are in a 
very small minority and even 
these die-hards know what S. Rose is 
doing in Cleveland. At least one of 
these realistic persons came in and 
told Mr. Rose how lousy the adver- 
tising idea was: and then purchased 
some new equipment! 

Readership has been very high . . 
Many times the actual mailing count, 
we believe. . . One company, for ex- 
ample, went to the trouble to print up 
a special routing slip . . . for the s. 
mouse letters only! Seven department 
heads were on this buck slip! 5. 
mouse is welcomed, passed around, 
re-read and sometimes even acted 
upon! 

At the cash register, s. mouse is 
doing an increasingly good job. 
Rose, Inc. has recently modernized 
and remodeled its office building in 
downtown Cleveland. And s. mouse 
is continuing his career as a very ef- 
fective low pressure salesman in direct 


mail. 
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It’s not 
“cut rate 
prices” 
alone... 


66 WEST 46 STREET 
NEW YORK 36. 
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AGGRESSIVE PROMOTION IS A BIG 
FACTOR IN DISCOUNTER’S SUCCESS 


LTHOUGH THEY HAVE BEEN 
by manufacturers and 
department stores alike, there’s no 


getting away from the fact that dis- 
count houses have successfully cre- 


ated a “retailing revolution” during 
that past decade. Since World War II, 
price-slashing retail establishments 
have mushroomed throughout every 
part of the country. Big operations 
such as E. J. Korvette, John’s Bargain 
Stores and countless specialized price- 
cutting appliance retailers have be- 
come a prominent part of both down- 
town and suburban shopping centers. 

But the discount house idea and 
philosophy is by no means a new 
one on the retail scene. 

Masters of New York, the nation’s 
first original discount house, began 
in a tiny room in midtown Manhattan 
way back in 1937. Today, it is a 
gigantic chain with stores in New 
York, New Jersey, Pennsylvania, 
Washington, D. C. and Florida. 

It was not cut-rate prices alone 
which built Masters’ chain store em- 
pire . . . for aggressive merchandis- 
ing and promotion have been im- 
portant factors responsible for this 
discounter’s success. Along with large- 
scale newspaper, radio and TV adver- 
tising, Masters has kept a steady flow 
of direct mail going to its customers 
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“customers. 


. promoting their low-price sales. 

At first, Masters specialized in sell- 
ing merchandise on order from cus- 
tomers. In 1939, they gave out “iden- 
tification cards” (since discarded) 
which enabled the firm to personalize 
its service . . . with the psycological 
effect of being “exclusive.” (One of 
the first and most famous discount 
house customers on record was Presi- 
dent Franklin D. Roosevelt, a Masters 
ID Card holder who purchased 
Christmas gifts there for many 
years). 

The refinement of this “person- 
alized” selling led to Masters’ serious 
attention to direct mail . . . develop- 
ing customer lists for regular mail- 
ings, which have helped increase the 
store's volume during the past nine- 
teen years. 


Mailing To 600,000 Customers 


To celebrate their 20th Anniver- 
sary recently, Masters made the big- 
gest single mailing in their history 
. +. @ whopping 25” x 40”, two-color 
broadside sent to more than 600,000 
Merchandise manager 
Leon Mesnik claims the big celebra- 
tion piece (pictured above) is the 
largest single mailing ever made by 
any retail store. Because of its re- 


sults, “We'll continue to employ this 
method of reaching our customers,” 
says Mr. Mesnik modestly. 

Masters defines themselves as a 
“supermarket applied to selling na- 
tionally branded goods . . . with a 
streamlined, low-cost and fast turn- 
over, high unit volume with low 
margin operation . . . dealing in pre- 
sold national brands.” During its 20 
years of growth, Masters has broken 
many of the so-called “rules” of other 
discount houses by: 1) Maintaining 
a fairly large sales force, 2) Flout- 
ing the ‘low rent’ idea by opening 
huge stores in heavy traffic areas and 
advertising them extensively, 3) of- 
fering a 30-day money-back guar- 
antee, 4) instituting a time-payment 
plan for big-ticket items and 5) pro- 
viding quick home-delivery service. 

These innovations, coupled with 
big promotions like the broadside 
above, have paid off handsomely for 
the discount house. Brothers Steve 
and Phillip Masters started their idea 
with $500 of borrowed capital. It’s 
now estimated that Masters’ 1957 
volume will reach upward of $45 mil- 
lion in sales. As we said before . . . 

It’s not cut-rate prices alone . . . 
aggressive promotion has been greatly 
responsible for this discounters suc- 
cess. @ 
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This photograph shows one of the important processes used to make Rising Paper...fine paper at its best! 


We salutethe American Foundation THE | CREATIVE TEAM 

For The Blind, Inc. for the vital con- 
organization American Foundation 

tributions it has made in helping the blind and the For The Blind, Inc. 


deaf-blind throughout the United States. It is largely M. Robert Barnett, 


due to the generous gifts of donors that the AFB is Executive Director 


planner Emily J. Klinkhart, 


able to maintain, and even expand, its numerous, 
Director of Development 


valuable services. Since the AFB is dependent upon 
printers James Gray, Inc. 


its letter appeals to help raise these necessary funds, Co. ben. 


it has welcomed the creative talents which a number 
of friends of the blind have volunteered for this pur- — 
pose. We are proud that, for the past 15 years, the 


Rising’s 
Line Marque 
AFB has chosen Rising Paper to carry many of these 


important appeals to the public...a choice influ- 


enced by a standard of quality, service and economy. 


THE COST OF THIS AOVERTISEMENT IS BORNE ENTIRELY BY 
RISING PAPER COMPANY, HOUSATONIC. MASSACHUSETTS 


MAKERS OF RISING PARCHMENT (100% RAG BOND) - RISING BOND (25% RAG) ~- RISING 

OPAQUE BOND (25% RAG) « LINE MARQUE WRITING (25% RAG) - NO. 1 INDEX (100% RAG) 

HILLSOALE WEDOING BRISTOL (25% RAG) WINSTED WEDOING BRISTOL 
PLATINUM PLATE ANO BRISTOL (25% RAG) 
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by Paul Bringe 


Milwaukee Dustless Brush Co. 


pout NOVEMBER of each year the 

don’t-send-us-any-gift letters be- 
gin to arrive. Since these are written 
only once a year very few people get 
practice writing good ones. They are 
so much alike | suspect most writers 
copy from each other. 

The General Motors letter is typi- 
cal. The writer must have legal train- 
ing notice the terms, “gifts are 
made, received or exchanged” — “ex- 
pectancy or possibility” — “difficult 
or embarrassing” — “giving gifts or 
extending gratuities.” Lawyers strive 
for exact meaning, so they amplify 
and restate their thought. That’s why 
many people think they are paid by 
the word. 

The opening hk 4, TO OUR sUP- 
PLIERS, immediately — obs the letter of 
its personal approac. It might just 
as well appear on the “‘‘woard or in 
a newspaper. The write. .en takes 
a big breath and delivers a 43 word 
sentence, in perfect grammar, but 
leaving the reader a little dizzy. 

Of the 149 words in this letter 
39% are Latin-root words. But they 
use 63% of all the syllables in the 
letter, an average of 3.2 per word. 
The balance, mostly Anglo-Saxon, 
average only 1.1 syllables per word. 
We need not look up the derivation of 
every word we use. If we use short 
words whenever possible we will have 
the strongest, most easily understood 
words, and generally the most per- 
suasive. This letter rates very difficult 
in readability, on a par with scien- 
tific journals. 

The rewrite has 17% Latin-root 
words averaging two syllables per 
word. The balance, Anglo-Saxon, 
average 1.2 syllables per word. Read- 
ability level about 6th grade. 

The General Motors letter may ac- 
complish its purpose very well. It 
creates a cold wind as befits the sea- 
son. If you send a gift after reading 
this letter, you may expect to be sued 
within a week. @ 
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get the 
professional 


approach 
-..to your 


DIRECT MAIL 


For a FREE roster of members 
of MASA, the professional 
creators and producers of 
BETTER direct mail, write to: 


advertising 
association 
INTERNATIONAL 
18120 James Couzens Hghy. 

Detroit 35, Michigan 


mail 
service 


BIG SAVINGS ON 
TABLOID PRINTING 


] 

] 

] 

Many of America’s biggest com- 
) panies have discovered this way 
) to exciting savings on Tabloid- 
» size printing. High quality, fast, 
) one to four colors. Ideal for fly- 
) ers, promotion pieces, catalogs, 

or prices. 

] 


SOUTHERN FARMER, INC. 
P.0. Box 509, Montgomery, Ala. 


Henry Hoke Direct Mail Library 


This is a set of eleven 6 x 9 booklets 
: something that has a place in every 
advertising librory . . . something which 
explores thoroughly the many facets of 
Direct Mail. Sells for $12.50. This set will 
generate your thinking will enable you 
to build a powerful, effective, sales pro- 
motion program . will help you lick 
some of your toughest sales problems. 


The Reporter, Garden City, N. Y. 


“FOR YOUR MAILING 5 UST — 
A COMPLETE FULFILLMENT DEPT. 


A complete service from setting up 
your list through actual mailing, 
including preparation of Cheshire 
mailer strips, maintaining 
Addressograph, Pollard-Alling, 
Speedaumat, and Elliott systems. 
For additional information write, 
call or teletype 


AMERICAN PRESS 
200 S. 7th, Columbia, 


Gibson 3-9731 — TWX, CLBA Mo. 262 


“Reed-able Copy” 


A Weithly Clinic, Conductid by Reed 


now, Henry . . . what are 
you trying to do? (See “Quota- 
tions for Openers,” page 54, April 
Reporter of Direct Mail Advertising.) 
Stir up Paul Bringe and me on the 
pros and cons of using quotations as 
letter openers? You know, of course, 
our boiling points are low. But, you're 
not going to lure us into a discussion 
such as you propose. 

After taking the many “beatings” 
our writings in your publication have 
led to, you might think we have 
softened in the head. Not so. We're 
bloody, but unbowed. 

You know the answer to that one 
about using a quotation as a lead 
in a letter. If it works it’s good. If 
it brings in inquiries, if it sells mer- 
chandise, if it makes readers do what 
you want them to do, it’s wonderful. 
If it doesn’t, it stinks. 

If the letter you're talking about 
using a quotation as an opener is the 
only letter I'm going to mail, I cer- 
tainly would rather bet my money on 
another kind of opening. If it’s one 
in a series it could make a good 
change of pace. I’m not so sure 
about that clever closing: 

“In case you hate bright and cheerful peo- 
ple we have special salesmen who, on re- 
quest, can be real gloomy—almost surly. 
Just ask for one of our surly salesmen.” 

I'd be afraid to use it for a client 
of mine unless it was going only to 
a highly selected list of people I was 
sure would get a chuckle out of it. 
If my life depended upon saying yes 
or no to the use of a quotation for a 
letter opener, I'd say “No.” There 
are so many other openings I think 
would do a better job of selling. 

Call me a “benefit” boy, if you will, 
but I’m still of the opinion that offer- 
ing a definite, well-stated, clear, ef- 
fective benefit in the first sentence has 
more impact than any quotation, no 
matter what famous name is tagged 
to it. 

I didn’t mean to get sucked into 
this argument, but them’s my senti- 
ments. This is written to you without 
any collusion whatever with Paul 
Bringe. He'll probably disagree with 
me. But, difference of opinion is 
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what makes horse racing . . . and 


often better copy. 


“Deadly Sins” 

When I write a piece of copy | get 
myself into the frame of mind of 
thinking this is the only letter a pros- 
pect will get from me. I try to make 
it do the entire job. When a copy- 
writer starts thinking in terms of a 
“series,” he’s inclined to commit two 
of the “deadly sins” Max Sackheim’s 
always talking about. He’s inclined 
to spread one idea over a series of 
pieces, watering it down to make it 
cover 3, 4, 6, or 12 mailings. He 
also falls into the bad habit of be- 
lieving a reader remembers what was 
said in the second of the series by 
the time he reads the third. 


The Copywriter and the Boxer 


Readers of this department possibly 
remember the contest we ran a year 
ago come August. We invited readers 
to send us examples of copy using 
only one syllable words. The idea 
was not original with us. It seems 
to have originated with Gillette Bur- 
gess of Purple Cow fame. It was 
revived some time ago by Bill Feather. 
Then we took it up. The response 
from our readers was a deluge of 
one-syllable-word-letters. 

Now, a year later, | want to eloba- 
rate on that one syllable word theme. 
I'm prompted to do it because of a 
remark made by a little lady during 
a panel discussion in which | took 
part a few weeks ago. 

The matter under discussion was 
direct mail copy. Each panel mem- 
ber had given his ideas and then the 
meeting was thrown open to discus- 
sion. It went on for a half hour or 
so until this little lady in the back 
row stood up and said something like 
this: 

“Mr. Reed, you and the panel have covered 
many things about copy—what to do, what 
not to do, to keep it simple, to offer a 


benefit, and all of those things. But what 
I'm here for is to learn how to write copy!” 


Well! (With the Jack Benny in- 
flection). After I got home from that 
meeting I started thinking about 
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Backed by 70 years of 
papermaking progress, 
Nekoosa Papers are 
modern papers— 
made to perform 
perfectly on modern 
office equipment. For 
letterheads and 
envelopes—and most 
every business form— 
there are Nekoosa 
Papers in a wide 
choice of colors, 
weights and finishes. 
Thousands of printers 
can supply them... 
more than 135 
Nekoosa Paper 
Merchants distribute 
them. 
NEKOOSA-EDWARDS 


PAPER COMPANY 
Port Edwards, Wisconsin 


_JN NEW ORLEANS 


and from coast to coast... 


Nekoosa Bond Nekoosa Ledger . Nekoosa Duplicator 7 Nekoosa Mimeo +“ Nekoosa Manifold 
Nekoosa Offset Nekoosa Opaque . Nekoosa Master-Lucent . and companion ARDOR Papers 


It pays to 
plan 
printer! 


what the little lady had to say. A 
letter received from Carol D. Silver- 
berg, circulation promotion manager, 
Fairchild Publications, popped into 
my mind. During the one-syllable 
word contest she wrote: 

“It seems to me to show a lack of wit to 
ask that only short words be used to sell by 
mail. Any grown man who can't take in 
words of over one syllable may not be so 
bright as to know he needs what we would 
sell.” 

Of course, we didn’t recommend 
then, nor do we recommend now, that 
letters be composed of only one syl- 
lable words. We meant it simply as 


an exercise. Like other material you 
find in this column month after 
month, this little exercise was used 
to help copywriters improve the read- 
ability of what they write, to com- 
municate well, be convincing, be- 
lievable, and inject in their writing 
the urge to act. We don’t expect to 
be able to teach people to write copy. 
We do hope to give them exercises 
that will help them improve their 
copy. 

Let’s compare the copywriter with 
a prizefighter. A prizefighter in the 
gym skips rope, punches a heavy 


here’s 
another 
reason 


make your mailing list compiler 


“@ member of your planning team 


The gentleman leaning on the mailbox is Leonard G. Holland. For 
many years Direct Mail Manager of Popular Merchandise Co., Len 
has joined Allison as Vice President in charge of Sales Promotion. 
His experience and knowledge, coordinated with that of other Allison 
executives, is available to you for outstanding direct-mail market con- 
sultation—without cost or obligation. 

Pemember, your mailing list compiler is a professional advertising 
man whose specialized skills in market identification can help you get 
better results from your direct mail. 

Call him in during the early planning stages of your campaign. Let 
him help you define your market . . . then find it. It doesn’t cost a 
cent to put his knowledge to work for you. You pay only for the lists 


you use. 


So, call or write John Lindsey or Len Holland. 


Allison mailing lists corp. 


BO6 Lexington Avenue + New York 21, N. Y. -» TEmpleton 2-8430 


bag, punches a light bag, runs 10 
miles a day, soaks his hands in brine. 
Punching the heavy bag developes 
his back muscles, adds power to his 
punch. Punching the light bag im- 
proves his timing. Remember, neither 
of these bags can fight back. He does 
road work to develop wind. He shad- 
ow boxes to improve his foot work. 
When he gets into the ring he is 
“trained.” Then, all of this training 
comes to the fore and contributes to 
his ability as a fighter. 

But all of this training is of no 
avail whatever unless the fighter has 
a talent for fighting, has the killer 
instinct, and is endowed with natural 
ability. Standing toe to toe with an 
opponent he doesn’t have time to 
think “My timing is good” or “My 
hands are tough,” or “My wind is 
good.” He fights. And all of his 
training contributes to his success 
or failure. 

The same thing is true about writ- 
ing copy. You can memorize all the 
lists of “selling words” that have ever 
been printed. You can keep in mind 
all the formulae you've ever read 
about. You can remember to use 
the “you” instead of “I” attitude. 
You can make sure that you offer a 
benefit in the first paragraph. You 
can remember to use short sentences. 
picture words, active verbs . . . all of 
the things that make up good copy. 
But, remembering all of these things 
and using them won't make you a 
successful copywriter. These things 
are merely “exercises,” or your train- 
ing for writing. 

When you get into the “ring” they 
all become a part of you and you 
naturally translate them into effective 
copy. Just as the prize fighter trans- 
lates what he has done in training 
into good footwork, good timing, a 
solid punch and, perhaps, a knock-out. 
You can be taught the rules of good 
copy. But nobody can teach you to 
write good copy. 

Through “exercise” you can memo- 
rize selling words. But such exercise 
cannot give you a feeling for words. 
You can learn the techniques. But 
you can’t learn the talent. 

Two fighters, the same weight, the 
same age, and with the same experi- 
ence, aren't necessarily equal as to 
ability. Both of them may do their 
road work religiously, punch the 
heavy bag, the light bag, skip rope. 
and do all of the training necessary 
in the fight business. But face to 
face in the ring, one will knock the 
block off the other. 

If you have no talent for writing. 
if you have no talent for salesman- 
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ship . . . no matter how well you 
memorize the techniques, you'll never 
become a successful writer or suc- 
cessful salesman. 

But, the coypwriter with talent can 
develop that talent by “exercises” 
such as my one-syllable word game, 
and by writing, rewriting, rewriting 
and rewriting. @ 


Continued from Page 24 
TCF CRACKS 
CANADIAN MARKET 


The salesman has become aware 
of management’s efforts to support 
and help open the door for him. To 
further the attitude of confidence on 
the part of the salesman, TCF man- 
agement has carried through their 
ideas of the creative selling theme, 
as represented by direct mail. They 
have created a feeling of excitement 
and interest for their sales meetings 
utilizing a carefully planned teaser 
direct mail campaign; then followed 
up the meetings with reminder mail- 
ings to sustain the high interest value 
of the meeting and maintain the great 
enthusiasm generated by the over-all 
management-salesman __ relationship. 
The salesman is constantly kept in- 
formed, by direct mail, of what pro- 
motional material is being sent out 
to help them sell and he is reminded 
of what points were covered at the 
last sales meeting. The combined ef- 
fects of salesman enthusiasm and pro- 
motional energy has resulted in a 
substantial sales increase. 

In 1955, sales in Canada increased 
83° over 1954. In 1956, sales in 
Canada increased 17% and this figure 
would have been higher had the plant 
not been sold out for six months. In 
1957, indications are that there will 
be another healthy sales increase 
which has caused TCF management 
to almost completely withdraw from 
the export market. Another step in 
TCF’s growth pattern is that in order 
to meet the demand, it has been nec- 
essary to add additional production 
capacity to the plant, available in 
1958. 

Management, confident in the ben- 
efits of direct mail when given the 
proper direction, will maintain its 
over-all schedule. They are, however, 
aware that once harnessed, to be of 
value direct mail must continue to 
work for you. This can only be ac- 
complished by applying fresh ideas, 
originality in presentation, and main- 
taining the flavor that has in the past 
generated so successfully the enthusi- 
asm of the salesman and the desired 
response from the prospective cus- 
tomer.@ 


THROUGH 


DIRECT MAIL 


Like ‘most any business, an airline is constantly working to convert pros- 
pects into customers—paying passengers. And that’s why TWA uses direct 
mail . . . created by the Hickey Murphy Division of James Gray, Inc. . . . 
to get early reservations for group travel to conventions and meetings. 


Hickey Murphy's thorough understanding of TWA’s services . . . plus its 
ability to “talk” the prospect's language . . . and its specialized knowledge 
of copy, layout and production . . . keep TWA Convention Sales on the beam. 


Learn for yourself how the creative services of Hickey Murphy can work 
for you. Send today for your free copy of How To Put Action Into Your 
Direct Mail —and ask to see the case history file. 


divis New York 17, N. Y. 
MUrray Hill 2-9000 
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Some firms once used black 
and white imprints on their envelopes 
and first class postage. Now they 
have switched to Picto-Chrome full- 
color Sell-Velopes and third class 
mail. The color is getting first 
class attention . . . first class results. 


The postage saving pays the 
full price of the envelopes, 
including the 75c per thousand 
for the penny-saver feature. 


And all of this is possible because 
the great beauty of four-color 
process printing on the new 
Sell-Velope is handled in gang 
runs bringing the cost down to 
such delightfully low prices. 


COLORTONE PRESS 

2412-24 17th St, NW. Wash. 9, D 
Please send details and FREE SAMPLES 
of full-color Picto-Chrome Sell-Velopes 
and Letterheads 


100M 4-color process No. 10 
ENVELOPES, Sub. 24—White Wove 
100M 4-color process 8% x 11 
LETTERHEADS, Sub. 20—Mead Bond 


100M of BOTH only $16.85M 


NAME 


FIRM 


OLORTON E 


Press 


2412-24 17TH ST., N.W. 
WASHINGTON 9, D. C. 


STREEI 


CITY & STATE 


WHAT’S BEEN YOUR 
EXPERIENCE WITH 
‘THIS PROBLEM 


One of our readers presents an 
| often-asked question which we're pass- 
ing on to you for any new experiences 
that you might have. Because of the 
postal rumpus in past months, many 
of you may be trying new formats 
to increase returns or to create a 
better impression. Let’s hear from 
you about the following problem: 


“We have a client who mails 17,000 
20-page booklets every other month 
to his customers and prospects. The 
content is a current inventory list 
and for it to be effective the informa- 
tion must be delivered promptly. For 
several years past this booklet has 
been mailed without any covering 
_ envelope, via Third Class mail, and 
at the Bulk Rate. Reports from the 
sales force indicate that it is re- 
ceived in generally good condition 
and within reasonably short time fol- 
lowing the date of mailing. 


“We are wondering if anyone has 
_ had experience with testing a similar 
| publication in the following manners: 


With and without a covering 
envelope 


b.) If with a covering envelope, 
the difference between First 
Class and bulk mailing.” 


SEVEN WAYS TO 
FAIL IN BUSINESS 


You'll enjoy this item included in the 
May 1957 issue of Bott-Shots (month- 
ly bulletin of Leo P. Bott, Jr., Ad- 
vertising. 64 E. Jackson Blvd., Chi- 
cago 4, Ill.). Leo credits the author- 
ship to Joseph K. Wexman, Phoenix 
Finance Co., Chicago. 


1. Be sure to neglect the improvement of 
your existing products. 2. Don’t adapt your 
products to new markets because the old 
markets are good enough. 3. If anyone 
urges you to simplify your manufacturing 
processes, just resist that suggestion be- 
cause it might save your skin. 4. Plunge 
into diversification and expansion without 
proper planning and evaluation of the pos- 


| sibilities. Let yourself be surprised by what 


happens. 5. Disregard new materials and 
how they might be adapted to existing 
products. 6. Avoid recognizing the ap- 
proaching obsolescence of present products. 


7. Depend wholly on protected pricing, 
| or a fair trade umbrella. . . . Let us add: 


Save money by not advertising or by han- 
dling it yourself. 
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i My Mail Order Day ' 


By Jared Abbeon 


= HAVE A LICENSE to steal. Yes 
Sir, the United States Govern- 
ment says that stealing under certain 
circumstances is legal. 

What am I talking about? | am 
talking about the Mail Order Opera- 
tor’s never ending search for “new” 
products. | am talking about the 
patent and copyright laws that pro- 
tect you and theoretically the other 
fellow from you. 

You see a patent is really a swap 
by the government. It says in effect 
that for some 17 years the fellow to 
whom the patent is issued has the 
exclusive right to make, use and vend 
his invention also the monopoly so 
granted. In exchange for this exclu- 
siveness the man getting the patent 
makes a full disclosure of his secret. 
At the expiration of his monopoly 
period anyone can take full advantage 
of the disclosed material. 

This is where you come in. Sup- 
pose you foresee a need for an item 
that you think can be profitably sold 
by mail. Your first step should be to 
contact the Patent Office, Washington, 
D.C, in an attempt to find out if such 
an item has ever been invented and 
patented. If it has been within the 
last 17 years, well, then you have a 
lead as to where you might possibly 
obtain a source of supply. If the 
patent is over 17 years old then you 
can decide whether to check on the 
economics of purchasing supplies 
from an already established manu- 
facturer or of going into the produc- 
tion of the item yourself. 

I hate to say this, but in many cases 
an item that appears to be well pro- 
tected by patents is wide open for 
appropriation by a fast operator. 
Patent law is an extremely compli- 
cated branch of legal knowledge and 
| make no claim to being a legal 
eagle. However, from what I can 
gather in my career as a moss gather- 
ing, revolving, rotating, whirling, 
turning, wheeling, spinning, reeling, 
lurching, yawing. rolling stone there 
are two kinds of claims in every 
patent. The first kind is what the 
jurisprudentialists call a broad claim, 
the second type is what the mouth- 
pieces call a narrow claim. In the 
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broad claim the chap applying for 
the patent claims everything in sight 
that isn’t absolutely nailed down. In 
the narrow claim he might just 
specify that the left hand bolt on the 
right hand axle be made of chrome 
steel with a 391% degree helical pitch. 

All the claims are not equally valid. 
The patent might be granted on the 
basis of the narrowest claim in a doc- 
ument running many pages. Someone 
changes that chrome steel bolt to an 
SAE 1040 with 42 degree helical 
pitch and lo and behold a “new” 
product or invention has been born. 
Incidentally, if you are the Robber 
Baron who is going to try to steal 
these crown jewels better make sure 
that you have plenty of heavy weight 
legal counsel. If the holder of the 
patent decides to sue, you may be in 
for years of litigation that will cost 
a large fortune even if you win. 

If this column is getting a bit dry 
for some of you royal readers, I can't 
help it. It is sad but true that the mail 
order industry does not consist ex- 
clusively of sending out or putting in 
little advertisements and then buying 
the fastest letter opening machine on 
the market to slice open the incoming 
mail. Not to mention pricing one of 
Pitney-Bowes’ Tickometers to help 
count the cash. Much of Mail Order 
like any other business consists of 
study, bookkeeping, finance, statistics, 
law and just pure hard work. Sorta 
like the old farmer who put his prize 
bull to pulling the plow, “Just to 
teach him that life isn’t all pleasure.” 

To get back to the subject on hand. 
“Legal Stealing”. Suppose instead of 
looking for a product you have 
cooked up an idea for one that seems 
to be a natural. May I make a sug- 
gestion? Before you dive into the cel- 
lar and spend the next ten vears 
perfecting vour “Unexcelled Widget 
Master.” (funny how most people 
have a name and complete sales plan 
all mapped out before the first work- 
ing model comes off the drafting 
table much less out of the shop) take 
your idea to a reputable patent at- 
torney and have a search made as to 
the prior work that has been done in 
the art. 


will help you turn your mailing 
lists into extra dollars quickly and easily! 
This Book, by Jim Mosely, is packed with 
TESTED IDEAS and TECHNIQUES 
gathered from 20 years’ experience — to 
bring you added profits year after year. 
Step by step, this informative Book an- 
swers your questions and shows you how 
to find overlooked profits from your mail- 
ing lists. Send today for your FREE 
COPY of “How to Double Your Net 
Profits from Your Mailing Lists.” Just 
attach ad to letterhead or business card. 
obligation. 


D-ot. R-42 
ely MAIL ORDER 
TCSERVICE, INC. 
List Headquarters 
Boston 16, Mass. 


any product or 
| Se service by mail 
or house-to-house 


You can use our direct mail 
promotions profitably. 
We supply the pe 
mailing ‘“‘package’’. 
there is an absolute 
minimum of effort on 
your part 
| Write for FREE SAMPLES 
| and list of our clients 
NY in your field. 


THE 
SLOAN-ASHLAND 


DIVISION 


Suite 903 Merchandise Mart 
Chicago 54, Il. 

Sellers of merchandise through 
direct mail promotion 


Direct Mail and Mail Order 


COPY 


@ thot mokes SENSE 
@ thot makes SALES 
@ thet makes BUYERS want 
to do business with you. 
Write me about your plans 
or problems 
All details handled by mail 


ORVILLE E. REED 


HOWELL, MICHIGAN 
Winner of two DMAA Best of Industry 
Awards . Dartnell Gold Medal . 
Editor of IMP, “The world’s smallest 

house organ” 


Typewritten letters Created and/or 
Flyers produced by a 
Brochures team of experts 
Campaigns 
repass letter service 
29 S. WABASH AVE. 
CHICAGO 3, ILL. CEntral 6-4056 
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among direct mail products... 


EN-BAK DIFFERENT! 


*“SEN-BAK is a patent applied for product of General Office Service Inc. * 527 6thSt.NW * Washington 1 DC 


THE PRODUCT WILL IT WORK FOR YOU ? 


The SEN-BAK unit consists of a window car- YES is the answer! SEN-BAK has been permanently accepted by many 


rier envelope, a die-cut window letterhead, insurance companies, banks, pubiishers, mail order houses, manufacturers, 
and a business reply card, reply envelope, or 
special order form bearing the name and 
address of the prospect. The reply piece is 
fabricated to the letterhead—thus the one 
addressing shows through both windows—functioning as personalization for 

all three elements—the envelope, letter and the reply. This feature guar- ' 

antees permanent positioning and easy tear-off. When assembled, Sen-Bak's THE COUNTRY S FINEST ART AND COPY 


personalized elements tied in with headline copy, make it an extremely effec- SEN-BAK provides its users with versatility in talent. Creative services are 
tive direct mail piece. 


PRODUCED 


The SEN-BAK mailing unit is produced with specialized high speed equipment 
for economy and precision handling. The reply piece is mounted without the REPRODUCTION 


usual costly hand operations. Note: This product can be addressed through ' ‘ 
the open window either before or after machine inserting in the carrier window All SEN-BAK letters and reply elements are handsomely lithographed in the 


envelope. Reply forms are designed to give you : ple room for display copy. colors of your choice. Only the most competent craftsmen and the best 
Simple checking and easy tear-off features demand immediate response. equipment are employed in the production of this product. 


MAILED 


distributors, retail stores, mutual funds, investment firms, loan associations, 


pharmaceutical houses, and fund raising groups. The versatility of seven 


different business reply formats make it fit in on practically all mailings. 


available—from both the SEN-BAK staff and from a nation wide free lance 


group of artists and copy writers—to best meet our customer's needs. 


TESTING 
SEN-BAK units have usually been produced for addressing by the user's own 
mailing department or mailing house. However, complete addressing and Testing of SEN-BAK is encouraged and recommended. Results speak for 
mailing facilities are available at General Office Service, Inc. themselves. They are the basis for the amazing popularity growth SEN-BAK 
RECEIVED has enjoyed with budget-conscious experienced mailers. 


These functional features get action: 


DELIVERY 


SEN-BAK deliveries are speedy and dependable. For over 30 years General 
Office Service, Inc. has kept its customers happy with deadline delivery of 
quality work. 


COSTS 
SEN-BAK is economical, having been mechanically produced throughout. Its 
unusual pulling ability gives you a bonus in low cost per reply. Prices and 
complete details are contained in the SEN-BAK KIT. 


SPECS, TESTIMONIALS, SAMPLES 


The Sen-Bak kit gives you complete easy-to-use layout guides, 
expressive letters from users, and interesting samples. This kit 
is free for the asking, without obligation. It will be rushed to you 
by return mail, so write TODAY on your company letterhead. No 
representatives please. 


in the mail today . . . .. Me on your desk tomorrow! 


S GENERAL OFFICE SERVICE « INC 


T s name and address show clearly f ivery. There’ 
ho came and shew Gently View's no 527 SIXTH STREET NW WASHINGTON 1 DC+NA 8-5348 


slipping in the window! 
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It is impossible to estimate the | 


number of years spent by inventors 
in “inventing” things that have been 
on the market for years. Just recently 
a chap came into my office after five 
years in his garret with a hand made 
sample of an item with excellent po- 
tential. Sadly I sent him down to the 
5 & dime to see a full counter display 
of its twin brother. This country is 
full of brilliant men. Patents are being 
issued at the rate of hundreds and 
hundreds every week. Your idea may 
be new but chances are somebody else 
has thought of it also. 

Note | have stressed the word “re- 
putable” patent attorney above. It is 
a sad commentary on the state of 
some fringe elements of the patent 
attorney field that they will do any- 
thing to earn a fee. This includes 
guaranteeing to get you a patent on a 
device that is a rank imitation of an 
already established item. They do this 
through the broad and narrow claims 
method outlined above. 

The pitfalls are many. For example 
it is the man who first invents some- 
thing that has the legitimate claim, 
not the man who first files on it. Al- 
though it is a tremendously difficult 
thing to prove prior invention it has 
been done. But let me add, not often. 

A case in point happened many 
years ago in my own family. One of 
the family uncles was a very rich 
man. He dabbled in writing, manu- 
facturing. real estate, and had many 
patents to his credit. One day he filed 
a patent on — The Telephone. Only 
a fellow named Bell happened to file 
one a few hours before. Uncle spent 
most of the rest of life and many mil- 
lions of dollars fighting The Bell Tele- 
phone. You know who won because 
they still call it The Bell Telephone 
Company. 

Of course there are more ways of 
obtaining feline skins then choking 
cats to death with pure creamery but- 
ter. For example in addition to the 
expensive method of protecting your 
ideas with patents there are several 
other ways. For example copyrights 
and trade-marks, and design registra- 
tion. But don’t kid yourself the only 
thing that carrys the protection of a 
patent is a patent. However a copy- 
right on printed matter is a very 
powerful protection. Remember that 


a copyright does not protect an idea | 


but only the exact way you express it. 

Of late years many legal eagles do 
not use patents and copyrights as a 
protective basis but rather the vari- 
ous Federal Statutes against “unfair 
competition”. Juries are much more 


sympathetic to little fellows being | 
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Hamilton 
Bond 
prints well 


Your work is 
as good as 
your bond 


There are at least 15 reasons why 
Hamilton Bond brings out the best 
in your work: 

1. Blended, top-quality pulps 

2. Bright blue white 

3. 10 distinctive, printable colors 

4. Uniform in quality 

5. Clear formation 

6. Even printing surface 

1. Pre-humidified 

8. Moisture-proof wrapped 

9. Lies flat, feeds well 

10. Genuinely watermarked 

11. Accurately trimmed 

12. Strong and durable 

13. Folds well 

14. Erases well 

15. Good opacity 

Remember that your work is as 
good as your bond—and specify 
Hamilton! 


Hamilton 
Papers 


HAMILTON PAPER COMPANY 
Miquon, Pa. 


Mills at Miquon, Pa., and Plainwell, Mich. 
Officesin New York, Chicagoand LosAngeles 


pushed around than Judges are in de- 
fining and interpreting fine points of 
law. 

I would seriously suggest that be- 
fore you begin your research into 
what is lying around loose for you 
to use to first read several good books 
covering the law on patents, copy- 
rights, etc. Then when you want to 
use something which is in the public 
domain check thoroughly with com- 
petent legal aid. Last time | wanted to 
adapt (There is a good round 
euphemism for “swipe”) an idea that 
had first appeared about 20 years my 
patent attorney advised me not to 
give the sample to my model maker 
but rather to roughly describe it to 
him. This was in case of a 1,000 to 1 
chance of trouble that he could truth- 
fully say that he did not copy any- 
thing, had never seen anything but 
had just worked from a rough verbal 
idea, and ideas are not subject to 
copyright. 

You never can tell where an idea 
will come from. At this moment | am 
toying with one that was suggested to 
me by something I read in a book 
telling of a toy collection that is in 
The British Museum. If the children 
of ancient Egypt found these devices 
amusing maybe the children of the 
Atomic Age will also play with them 
en masse. 

One last word before I sign off. If 
you have any ideas of larcency gen- 
erated by reading these words and in 
thy wanderings should come upon 
any of the items put out into the 
marts of commerce by old Jared and 
his associates, flee them like a plague. 
Just this past month | received an- 
other fat check via my attorneys from 
a lad who thought that the copyright 
notice of our items was a_ joke. 
We let him off cheap. As his lawyer 
explained to him the first copy could 
cost him some $5,000 and each ad- 
ditional copy $2. He had made a 
starting production run of 10,000. 
Oh yes, to add to the merriment a 
second lad had already copied his 
copy in all innocence. He paid up too 
without a murmur. Happy hunting. 


HOW TO CREATE 
DIRECT MAIL LETTERS 
THAT SELL 


When Tom McElroy, promotion and 
advertising director of Catholic Di- 
gest (44 E. 53 St.. New York 22, N. 
Y.) recently hired a new assistant, he 
handed him a one-page tip sheet. We 
are passing the five points along. 


They may be helpful to others who 
are training assistants. 


If you will try to employ these five 
simple tips every time you write a direct 
mail letter, you should enjoy more suc- 
cesses than failures: 

a) Attract the reader's attention 

b) Hold his interest 

c) Show an advantage and prove it 
d) Persuade him to grasp it 

e) Ask him to do something 

. Remember, there is nothing that can 
take the place of good, honest and con- 
vincing copy. All the gimmicks or gad- 
gets you may employ cannot replace this 
basic essential. 

. Like a good ad, a letter will attract and 
hold the reader a lot longer if it has a 
good, easy-on-the-eye layout. Thus, try 
to employ some of these “eye-hooks.” 
Use a headline, a sub-head or two, an 
indented whole paragraph, a second 
color, a postscript, underscoring, an oc- 
casional word or sentence in caps, imi- 
tation handwritten words in the margins, 
or checkmarks or dashes or circles 
around words. Always indent the first 
line of every paragraph and use short 
sentences and paragraphs. 

. Write your letter to one person, even 
though it may be mailed to millions. 
Never try to be clever or funny or fancy. 


WHY BUSINESSMEN 
SHOULD READ 
ALL THE MAIL 


You all have heard stories of busi- 
nessmen who brag about not reading 
third class mail . . . or of secretaries 
who throw away all advertising mail 
addressed to the boss. Tom Dreier, 
who edits The Curtis Courier (house 
magazine of Curtis 1000, Inc., Hart- 
ford, Conn.) seems to have a good 
answer for these victims of closed- 
mindedness. Show this item to the 
next braggart you encounter. 

An executive who looks expectantly into 
every piece of direct mail that comes to 
him, says he never knows when he'll run 


A SHORT, SHORT LESSON 
WRITING 


THE REPORTER OF DIRECT MAIL ADVERTISING 
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across an idea that he can apply to his own 
business. 

Just as the great Jonker diamond was 
found on the ground among common peb- 
bles, several miles from the rich Premier 
Mine, so an idea of great value may be 
found waiting to be used in some piece of 
printed matter. 

Probably scores of men had looked at 
that mess of pebbles in Africa. It remained 
for one man, with open eyes and open mind, 
to find among them a diamond that weighed 
726 carats and that sold for a quarter of a 
million dollars. 

J. V. Fort, director of marketing train- 
ing and sales promotion, Falstaff Brewing 
Corp., says that although his mail is loaded 
“with material much of it completely ex- 
traneous to brewing and selling beer,” he 
has found that “after thirty years of sales, 
advertising and merchandising, I still feel 
I am young enough to learn from the work 
of others.” 

“A great many of these pieces go into 
my idea file,” he says. “Many times this 
file has been productive of a piece that 
has provided a springboard for my own 
thinking. My final release might be com- 
pletely unrecognizable from the original 
thought turned out by someone else, but 
the material is an excellent source of ideas. 


Those who without investigation, not 
even a quick glance, toss all direct mail 
matter into wastebaskets are probably the 
victims of closed-mindedness. 

It may be true that no idea of Jonker 
diamond value will ever be found, but it 
is certain that countless brilliants of in- 
dustrial value quality will show up. 


NEWSLETTERS ... 
EDITORIAL OR 
ADVERTISING? 


WERE THE SUBJECT 
of an article in the March 
Reporter (and in various items in 
other issues}. Seems like the subject 
is popular for we are getting com- 
ments and questions. 

A recent addition to our file of 
popular newsletters came from Rus- 
sell Anderson of McGraw-Hill Inter- 
national Corp., 330 W. 42nd St., 
New York 36, N. Y., who is publisher 
of Automotive Export Newsletter. 
Well done. 

Another comes from O. Grayson, 
director of Grayson & Co., Ltd., 120 
Moorgate, London, E. C. 2, England. 
Mr. Grayson publishes a four-page, 
Food Newsletter for purchasers of 
gift packages. Also well done. 

One important question has been 
raised about newsletters. Legally . . 
are they considered editorial or ad- 
vertising? The answer is .. . in- 
dividual company-produced newslet- 
ters are advertising. As such, names 
of individuals should not be used 
without permission or you might run 
into the danger of legal action on the 
grounds of invasion of privacy. For 
best advice on the subject consult 
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Announcing a new Hammermill line 


TO INVITE PREFERRED ATTENTION 
FOR YOUR BUDGET MAILINGS 


Because they’re made with 
Neutracel, Hammermill 
Wove Envelopes have: 


e HIGH BRIGHTNESS 

e SUPERIOR BULK 

e EXCELLENT OPACITY 

e OUTSTANDING APPEARANCE 


AT LAST, a wove envelope to make 
your volume mailings more attrac.ive. 
By blending Hammermill’s exclusive 
Neutracel” pulp with other quality 


pulps, we've created a superior wove 
envelope that looks like so much more 
than it costs. Hammermill Wove Enve- 
lopes have an excellent printing and 
typing surface. Made by United States 
Envelope Company, they are con- 
structed to provide faster, easier handling 
and assure neater, more positive seal- 
ing. See for yourself. Ask your printer 
to show you samples. Hammermill 
Paper Company, Erie, Pennsylvania. 


HAMMERMILL 


ENVELOPES 


COST AND PRODUCTION TABLES 
OFFSET AND DUPLICATING LITHOGRAPHY 


by Fred W. Hoch 
This book contains hours, and dollars and cents values for photography, opaquing, 


stripping, platemaking, tusching, makeready, + ing, ink, shup, cutting, and 
folding. This information is given on twenty-one presses ranging in size from 10 x 14 
to 52 x 76 one and two-color presses. Nineteen tables are provided to give the 
dollars and cents values and production time allowances for all operations. 

48 pages... 842 x 11... . $5.00 plus 25c for postage and handling 
OTHER PUBLICATIONS . . . Offset Duplicator Techniques, $5.00 @  Estimat- 
ing Standards for Printers, $5.00 ©® Selling Printing and Direct Advertising, $5.00 


SAVE UP TO $5.00! 


Buy Cost and Production Tables Offset and Duplicating Lithography - - - plus any 
additional book listed, total $9.00 - - - plus any 2 additional books listed, total 
$12.00 - - - plus any 3 additional books listed, total $15.00 add 25¢ for postage. 


Fred W. Hoch Associates, Inc. © 461 Eighth Ave. © New York 1, N. Y. 
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Revolutionary new way to make 
up to 2000 copies of any original 


in less than 20 minutes... without films, cameras, darkroom 


A. B. DICK PHOTOCOPY 


using the new 
DUPLICATOR, Model 112 


EXPOSE 

Just place original 
and special A. B. Dick 
negative paper into 
machine. Exposure is 


DEVELOP 

Then simply feed 
negative and exclusive 
A. B. Dick aluminum 
transfer offset plate 


into developer section 


automatic. 
of machine. 


ANY ORIGINAL 

Original can be an important letter, 
bulletin, price list, report or complex 
engineering drawing . . . anything 
written, drawn, printed or duplicated. 


PROCESS 
Ninety seconds 


to process... DUPLICATE 


In less than 3 minutes elapsed time 
copies come off this A. B. Dick 
Model 350 offset duplicator. 


Think of it—from original to aluminum offset plate 

to finished copies in less than 3 minutes. Up to 

2000 copies in less than 20 minutes. All without the 
chore of re-typing or hand-copying, proofreading and 
checking. All without films, cameras and darkroom 
equipment. Mail coupon today for complete information 


MAIL THIS COUPON TODAY! 


A.B. DICK COMPANY 

5700 West Touhy Avenue, Chicago 31, Illinois 
Please tell us more about “the new way to make 
up to 2000 copies of any original in less than 
15 minutes.” 


Name 


DUPLICATING PRODUCTS 


y 


Address 


City 
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Morton Simon’s book, “The Law of 
Advertising and Marketing,” and read 
the section on house magazines. 
Newsletters are the same as house 
magazines, except newsletters such as 
Kiplinger’s which are sold to sub- 
scribers. In the latter case, the news- 
letter is considered editorial. @ 


KIDDING THE 
LONG-WINDED 


Boyce Morgan (Boyce Morgan As- 
sociates, Inc., 1800 H St., N.W. Wash- 
ington 6, D. C.) handles the advertis- 
ing for The McArdle Printing Co.., 
Inc., of Washington, D. C. As part of 
their regular mailing campaign to 
customers and prospects, Boyce cre- 
ated a series of “Art Graphic’s Blot- 
toes,” 9” x 6” with a hole punched at 
top so card can be hung on office wall. 

The latest Blotto contains copy 
which many of you might like to re- 
produce for your own office wall, or 
you can get a copy by writing to 
Boyce. Here it is: 


Memo 


The management of this organization, 
after due and careful consideration of cer- 
tain regrettable practices which have re- 
cently been brought to its attention, is 
desirous of again reminding you of the 
fact—which has, of course, been pointed 
out on several previous occasions but which 
nevertheless has apparently been  over- 
looked or ignored by an all-too-preponder- 
ant proportion of our present personnel— 
that all members of this organization should 
make an earnest, sincere, continuous and 
persistent effort to eschew and avoid all 
excessive wordiness, repetitive phraseology, 
unnecessarily complicated sentence struc- 
ture, lengthy, involved, or obscure para- 
graphs, and other tautological and/or 
grammatical errors, whenever they may 
have occasion to indite or transcribe an 
internal communication of any nature 
whatsoever to one or more fellow em- 
ployees. @ 


QUOTATION 
OPENERS 


In spite of how Bus Reed scoffs at 
“quotation openers” for letters . . . 
we still like them when they are ap- 
propriate and are well tied in with the 
subject matter. Forrest Foster of the 
Steck Co., Austin 1, Texas, supplied 
us with two more good examples used 
in their own promotion. 

1. “People who live in glass houses. . . 
feel right at home at the Statler- 
Hilton in Dallas. So do people who 
live in plain old wooden houses like 
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mine. Maybe even people who live in 
brick houses.” (To accompany a new 
colorful folder printed for Statler- 
Hilton, Dallas.) 

2. “Once in a blue moon . . . there 
comes a piece of information for the 
hard-pressed and harried business- 
man that has at least some of the 
answers to his advertising problems. 
Those who have seen our attractive 
and fact-filled booklet, Direct Mail 
Advertising, tell us it’s a “blue moon’ 
find.” (To transmit a new 12-page 
booklet explaining direct mail. which 


is well done.) 

This editor became so interested in 
quotations that he broke down re- 
cently and purchased The Home Book 
of Quotations. Edited by Burton 
Stevenson and published by Dodd, 
Mead & Co., New York. It’s a big 
book of 2,812 pages. weighing six 
pounds. Contains about 75,000 quo- 
tations from nearly 5,000 authors. 
Well indexed under subjects. Costs 
$20. Now in its eighth edition (re- 
vised). Letterwriters who like to use 

(Continued on Next Page) 


... and Doubly Effective when Printed 


BLOTTINGS! 


There is a Quality 
SORG BLOTTING 
for every Price 
and Purpose 


Sorg’s Kromekote Blotting 
Sorg's Enameled Blotting 
Sorg’s Bluebird Blotting 


Sorg's Embossed Blottings 
(Mosaic and Basketweave) 


Sorg's Utility Halftone 
Biotti 


Sorg's Porcelain Blotting 
Sorg's Record Blotting 


There's no more effective or more economical way 
to get a sales message on a prospect's desk—and 
keep it there—than with a 12-month series of 
calendar blotters. 

Simply take the tremendous retention value of a 
blotter, combine your sales message with the added 
utility of a calendar, and apply the finishing touch 
by printing the job on one of Sorg’s quality 
blottings—the finest blotting paper any sales 
message can use. 

Ask your Sorg distributor for swatch books of the 
Sorg Blotting grades. From the magnificent array 
= of finishes, colors, sizes, and weights, you are sure 
to find the right blotting in the right price range 
for your purpose. 

Contact your Sorg Blotting distributor today! 


© Manvlocturers ond Converters of Stock Line ond Speciolty Popers 


STOCK LINES 
WHITE SORE + CREAM SOREX © LEATHER EMBOSSED COVER © PLATE FINISH COVER © EQUATOR INDEX BRISTOL 
EQUATOR ANTIQUE © TENSALEX © MIDDLETOWN POST CARD © 410 TRANSLUCENT 
Ne. | JUTE DOCUMENT © GRANITE MIMEOGRAPH © SORG'S BLOTTING 
Offices in NEW YORK, PHILADELPHIA, CHICAGO. BOSTON, ST. LOUIS, LOS ANGELES 
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is no longer 
the question! 


When your sales message reaches the prospect’s desk 
in a Cupples-Hesse envelope, there is little (if any) 
doubt that it will be opened. You see, Cupples-Hesse 
envelopes are smartly designed and engineered 

to arrest attention, create interest. 


If you want to be certain that your envelopes 
will do the best possible selling job, call us! 
You'll be glad you did. 


Cupples-Hesse manufactures a complete line of 
stock and custom-designed envelopes. All sizes, 
styles and colors. Priced right, too! 


CUPPLES-HESSE CORPORATION 

4100 N. Kingshighway, St. Louis 15, Missouri—EVergreen 3-3700 
CUPPLES-HESSE CORP. of Michigan 
3635 Michigan Ave., Detroit 16, Michigan—TAshmoo 6-7360 


CUPPLES-HESSE CORP. of lowa 
1485 Keo Way, Des Moines 14, lowa—ATiantic 8-5737 


quotations will find it invaluable. 

We liked this one credited to 
Thomas Heywood, who was com- 
menting on another writer’s verbose 
style. “Some scurvy quaint collection 
of fustian phrases and uplandish 
words.” Boyce Morgan ought to be 
able to put that one to good use in 
lambasting the long-winded letter- 
writers. @ 


“Some Scurvy Quaint Collection of 
Fustian Phrases and Uplandish 
Words” (Thomas Heywood) 


That quotation by Heywood is the 
best way to introduce a form letter 
issued by a manufacturer of electrical 
displays for banks. A copy was sent 
to us by reader Orvis L. Berry, vice- 
president of Calhoun Federal Savings 
& Loan Assn., 15 Capital Ave., N. E., 
Battle Creek, Mich. Mr. Berry says 
these letters (only one of a series) 
leaves him “a little confused and 
somewhat amused.” But he wonders 
if some of us are missing a bet by 
making our letters too clear and 
understandable. Maybe this public 
relations director has come up with a 
brand new idea for getting attention 
. use such outlandish words and 
sentences that the prospect is shocked 
into studying the subject to see if he 
is missing something really impor- 
tant. 
But we pass it along to Reporter 
readers as the most confusing direct 
mail solicitation so far in 1957. Read 
it carefully. We doubt if even Paul 
Bringe could find a way to revise it. 


To The Indicated 


Financial Executive 


Subject: PUBLIC RELATIONS INDEX 
Patronage Potential Survey 


Dear Sir: 


Concurrently with the issuance of our first 
edition of the Double “TT” News-Letter 
dealing with financial public relations, 
mailed to you with our compliments, we are 
taking the liberty of enclosing for your 
information the Public Relations Index 
form used in making a survey of patronage 
potential. This may, perhaps be helpful in 
arriving at the public relations position of 
your particular institution. 

Data assembled as a result of these sur- 
veys will make it possible to determine 
with a degree of precision the effectiveness 
of the various phases of public relations 
effort in their broad application and aid 
in the establishment of risk ratios which 
ean be allocated to the different depart- 
ments of public relations endeavor in strik- 
ing an ultimate balance in the overall ap- 
proach to the market for financial services. 
Compilations of data for development of 
standards among categories of financial in- 
stitutions, bracketed further by size and 
other classifications, will enable executives 
to make comparisons helpful in establishing 
controls governing public relations expendi- 
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the revolutionary 
new Pitney- Bowes 


Mail Inserting 
Machine 


@ THis NEw PB Model 3100 Mail Inserting 
Machine gathers, nests and stuffs in envelopes as 
many as four assorted enclosures... closes, seals 
and counts the envelopes at speeds up to 6,000 
an hour. With a single operator, it has the 
capacity of eight experienced workers! 

@ The “3100” does away with costly, tiresome 
stuffing by hand...stops the diversion of office 
people from their regular tasks, minimizes costly 
overtime, and hiring extra temporary workers 
... permits the accurate scheduling of mailings, 
and a far wider use of the mails to promote your 
product or service. 


@ Users report savings up to $7.00 per thousand 
pieces! Even with only occasional use, the 
“3100” shows substantial savings. 


@ Fastest inserting machine made, it is also 
the most accurate, automatically detects errors 
before envelopes are filled. Highly dependable. 
User-tested for five years. Some machines have 
processed more than 15 million mailings! 


@ The “3100” can be easily set for any job in a 
few minutes—all controls are at operator's finger- 
tips. Its trouble-free friction feed handles widest 
range of sizes in envelopes and enclosures, in- 
cluding billings and bulletins, tabulating cards 
and checks, direct mail advertising of all kinds. 


Collates and nests enclosures; 

opens and stuffs, counts, seals and 

stacks 6,000 envelopes per hour! 

An optional postage meter machine provides 
simultaneously preferred metered mail @ The “3100” is saving time and money for 
hundreds of companies. Even if you have only 
postage. Handles up to four enclosures; one major mailing a quarter, you should still 


accessory equipment for special requirements. investigate the “3100”. For a demonstration, call 
Backed by Pitney-Bowes famed the nearest PB office, or send coupon for free 


literature and “case studies” of actual savings. 


postage—first or third class; or alternative 


postage meter service, coast to coast! 


PITNEY-BowWEs, INC 
5750 Crosby Street, 
Stamford, Conn. 


> 
Pitney- Bowes 1 Send illustrated booklet on the Model 3100 
1 Mail Inserting Machine 


Name 


(Ps) Originators of the postage meter. Leading makers 


of mailing machines. 102 branch offices, with 
service coast to coast in U.S. and Canada. 
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wi JADDERN INC. 


SEND THIS COUPON! It will bring you ) 
complete FREE details about the many 
excellent new lists of mail order buyers 
we can supply for YOUR next mailing. 
Ours is a national service, used and 
relied on by many of the most successful 
mailers (large and small) in all parts of 
the country. They know, from experience, 
that we can obtain the kind of lists that 
are ideally suited to their needs. 
Chances are we have the BEST lists 


215 FOURTH AVENUE + NEW YORK 3, WV. Y. 
PHONE: SPring 7-7460 
CHARTER MEMBER: Nationa! Council of 


for your needs, yet they'll cost no more 
than ordinary lists. Our recommendation 


service is FREE. Simply send the COUPON. | 


New two-color ad cards for more profitable direct mail 


Get FREE SAMPLES of “LONGIES” 


These new 4 x 10 inch ad cards will give you more effective 
mailers for less money. Use as self-mailer or trim slightly to 
fit your No. 10 envelopes. You imprint your message by 


letterpress, offset, multigraph or mimeograph. Choose from 40 
different designs—announcers, town criers, moving, change 
of phone number, vacation closing, etc.—in five different two- 
color combinations. This ad is a miniature of Longie card 
No. L-170. Write for your free samples and prices today. 


Harry Volk Jr. Art Studio, Pleasantville 24, New Jersey 


NEW METAL CLASP 
ENVELOPE CUTS MAIL 


we where speed factor, 
lide Flap Forward ediote s 


FREE! Samples of Tension’s amazing new 
KWIK-KLASP Envelopes to show you how they 
con sove you work, speed hondling and improve 
mailing procedures. No obligation. 


S TENSION ENVELOPE Corp. 


Campbell at 19th Street 
Kansas City 8, Missouri 


tures, providing realistic analysis of costs 
vs results among various media. 

While obviously economic developments of 
unfavorable import and general scope, will 
exert a retrogressive influence on the par- 
ticular effort in expansion of institutional 
assets, the fact remains that with respect 
to the relative positions of the institutions 
in the competitive area, progress may be 
said to relate directly to the amount and 
kind of public relations work done. 
Representative citations from the roster of 
our clientele, will provide interesting ex- 
amples: 

(Here was a listing of seven banking in- 
stitutions with deposit statistics.) 

These institutions, with whom it has been 
our privilege to cooperate, are outstanding 
in their respective communities with re- 
spect to rate of growth, with, of course, 
inevitable variables in rate of growth, com- 
munity conditions and conduct of public 
relations programs. 

To you as a complimentary subscriber to 
the Double “TT” News-Letter, the enclosed 
form and its accompanying explanatory in- 
struction sheet is a further complimentary 
presentation. Those financial establishments 
interest in developments related to the Pub- 
lic Relations Index may call on us freely 
without obligation. A postage-free envelope 
and Reply Card is enclosed for your con- 
venience. 

Cordially, 

(Signed by the Director, Public Relations 
Division.) 


FREE-RIDING 


Glenn Reineke, vice president of 
Henry Van Hummell, Inc. (insurance 
brokers), 444 Sherman St., Denver 
1, Colo., tells us an interesting story 
of a free-riding experiment. 

His company, among other services, 
sells group life insurance programs to 
federal and public employees. They 
are also the fiscal agent for the Fed- 
eral Postal Employees Assn. The 
members cannot obtain more than 
$5,000 of life insurance each. There 
are 71,697 active members. Premium 
and dues billings are mailed semi- 
annually on February 1 and August 1. 

Glenn decided to put a printed cir- 
cular in the last billing mailing. The 
extra flyer cost exactly $1,016 and of 
course needed no extra postage. It re- 
sulted in 782 applications for new or 
increased insurance coverage, total- 
ing $1,665,000. Therefore, the cost of 
acquisition was only $1.30 per appli- 
cation, whereas under normal condi- 
tions on direct appeals acquisition 
cost has averaged $57.96 per applica- 
tion. 

Those figures are something to 
think about even outside the insurance 
field. Seems to prove that old cus- 
tomers represent the highest potential 
source of new business. 

Glenn Reineke is willing to argue 
the point with anyone at the next 
DMAA convention. @ 
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Rates $1.35 per line 85¢ Situation/Help Wanted Minimum 4 lines 
Address: Classified Dept., The Reporter, 224 7th St., Garden City, N. Y. 


LASSIFIED 


ADVERTISING 


ADDRESSING PLATES 


TYPE FOR OFFSET 


SPEEDAUMAT—Zinc Plates embossed—$35.00 
per M. 100% accuracy guaranteed. 


POLLARD-ALLING—3 line proofed and linked 
$25.00 per M. 


Advertisers Addressing System 
703 N. 16th St., St. Lovis 3, Mo. 


LISTS 


Direct Mail Proven Buyers. Over 790,000 Alpho- 
Geo Names. Buyers of Books and Magazines 
on Gardening, Farming and Health. Active 
and clean expires. Your Broker knows our 
reputation for results. Rodale Press, Emmaus, 
Pa. 


MAILING LISTS—200,000 carefully selected 
names in Protestant Church field. Individual 
lists of prominent clergymen, laymen and lay- 
women, Religious Education Directors, Bible 
Teachers, Chaplains, and many others. For 
details write: Macfarland Co., Box 142-D, 
Westfield, N. J. 


CANADA’S BEST MAILING LIST 
275,000 live names on Elliott stencils 
Call your list broker—TODAY 
or Tobe’s, St. Catharines, Ontario 


MAILING LISTS 


FREE MAILING LISTS 
OVER 2 MILLION NAMES ON PLATES 
GUARANTEED 100% ACCURATE 
ELECTRONIC SELECTED 
CONSTANTLY CORRECTED 


Retailers-Wholesalers-Manufacturers 
Banks-Churches-Institutions 
Choice of 350 Other Lists 
“We Charge ONLY for Addressing” 
(Usually Completed within 3 Days). 


Write for FREE Catalogue. 


SPEED-ADDRESS KRAUS CO. 
48-01 42nd St., Long Island City 4, N. Y. 
STillwell 4-5922 


DIRECT MAIL EQUIPMENT 


Rebuilt & Guaranteed Addressograph-Speed- 
aumat-Elliott Addressing Machines. Grapho- 
types - Cabinets - Trays - Plates - Frames. Mimeo- 
graphs-Multiliths-Postage Meters-Tyers-etc. Sur- 
plus Equipment Purchased. 


326 Broadway, N.Y. 7, N.Y. HAnover 2-6700 


Save with FOTO-FONTS. Unit cost per font 
only 20¢! Easy to set and align—sharpest 
reproduction. Free samples and details. A. A. 
Archbold, Publisher, Box 20740-K, Los Ange- 
les 6, Calif. 


ADVERTISING AGENCIES 


Pulling direct selling mail order advertising 
campaigns in newspapers, magazines, trade 
papers. Publishers’ rates. Counsel service. 
Martin Advertising Agency, 15 E. 40 St., 
Vept. 33A, N. Y. LE 2-4751. Est. 1923. 


STATIONERY SUPPLIES 


50 page illustrated wholesale price list on 
tati y, office supplies & equip t, graphic 
arts supplies, industrial staples, mimeo supplies, 
good will gift and wrist watches is yours on 
request. Send for it! Pengad, Bayonne 4, New 


Jersey. 


MAILING SUPPLIES 


CARBOFF ... 3 x 5 Index Cards for mak- 
ing copies of mailing lists . . . while address- 
ing envelopes or letters. Self-copying, carbon- 
less—$1.70 per 1,000 f.0.b. Rochester, N. Y. 
Also CARBOFF self-copying papers. Samples 
and prices on request. 

Waxon-Carboff, Inc. 

8 Commercial St. 

Rochester 14, N. Y. 


FOR SALE 


PROFITABLE DIRECT MAIL 
GIFT FOOD BUSINESS 


Manufacturer of unusual gift foods, started 
as hobby in conjunction with regular business, 
now finds unable give full time to this highly 
profitable department, so must sell. Fully 
quipped mechanized plant. Very low rental; 
long lease. In delightful small South Carolina 
city. In addition direct mail also makes items 
for supermarkets, institutions and private 
labels. Has clean mail list 20,000 active cus- 
tomers. Price about $45,000, depending on 
inventory time of sale. Might consider ex- 
change of waterfront acreage or income pro- 
perty. Contact “Owner” c/o Advertising Ser- 
vice, P. O. Box 267, Charleston, South Caro- 
lina. 


“Scriptomatic Addressing Machine Model 
No. 201. Well maintained. Available immedi- 
ately. Contact D. W. Margulies, Damar Prod- 
ucts, Inc. 833 Newark Avenue, Elizabeth, 
New Jersey. 


JUNE, 1957 


MULTILITH, DAVIDSON PLATES 


3 for $10 Postpaid. Offset printing $3 M. 
Folding $6 for 10M pcs. Cash with order. 
Good work, quick service. ABC ENTERPRISES, 
2107 Market St., Phila. 3, Pa. 


HELP WANTED 


DIRECT MAIL COPYWRITER Location Washing- 
ton, D. C. Second person in small but grow- 
ing Advertising Department of private firm 
(not agency). Good opportunity. Write stat- 
ing training and experience. Box No. 62, The 
Reporter. 


MAIL MAN (or lady) 

Direct Mail Specialist with proven ability te 
create, schedule, produce, and handle all de- 
tails of direct mail programs to industry. We 
want a young, ambitious person with direct 
mail SELLING experience, capable of ferreting 
out prospects, presenting our line to them ef- 
fectively, arousing their interest and turning 
them into customers, ALL BY MAIL. Midwest 
metropolitan location. Write: The Reporter, 
Box No. 61. 


Experienced man to take complete charge 
(selling and production) of lettershop opera- 
tion. Executive caliber. New department of 
old established mail order firm. Lower West- 
chester County, N. Y. Submit resume. Write 
Box No. 63, The Reporter. 


OPPORTUNITY OF A LIFETIME for a young 
man, 25-35, married; assist owner bedspread 
plant in liberal Georgia city; fine churches, 
Jewish Temple. Create direct mail, type cor- 
respondence and pack cartons when necessary. 
Right man can purchase interest later. Write 
background, salary. 
P.O. Box 648, Dalton, Ga. 


1957 
Our September issue will be the 


Annual Convention Issue which will 
be mailed ahead of DMAA‘s 40th 
Annual Convention in Washington, 
D. C., September 11, 12 and 13. If 
you are a supplier or producer for 
direct mail users, you should plan 
on some advertising. Forms close 
August 10. Send reservations now. 


The Reporter of Direct Mail 
Advertising 


224 Seventh Street 
Garden City, New York 
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LISTINGS ONE LINE PER ISSUE, $18.00 
PER YEAR. UNDER SPECIAL HEADINGS, 
$24.00 PER YEAR. 


ADDRESSING 
A-Five Letter Service . 219 Griggs-Midway Bidg., St. (MI 6-1695) 
Address-O-Rite Stencil & Mach. Co., Inc 64 W. 23 St, 10 (OR 5-3240 


Creative Mailing Service, Inc. 460 N. Main, ' AL “ Y. (FR 9-2431) 
Merit Mailers ..26 Sterling Street, East Orange, N. J. 
Susser Typing & Mail. Serv...70-01 Queens Bl. Woodside 77, N. Y¥ 


ADDRESSING MACHINES 

Addressing Machine & Equip. Co. 326 Broadway, N. Y. 7, N. Y. (HA 2-6700) 
Approved Business Machines Co.,.19 Hudson St.. New York * N. Y. (CA 6-6233) 
Elliott Addr. Machine Co.......155A Albany 8t.. Cambridge 39, Mass. (TR 6-2020) 
Mailers’ Equipment Co............ 40 W. 15th St., N. 11, N. ¥. (CH 3-3442) 
Saver & Wallingford... 143 W. Broadway, N. 13, N. ¥. (WO 4-0520) 


ADORESSING — TRADE 

Addressing Unlimited ° Flushing, New York (HI 5-3191) 
Belmar Typing Service, ....91-T1l lllth St., Richmond Hill N. ¥. (VI 6-5322) 
Susser Typing & Mail. Serv .70- 01 Queens Bl, Woodside 77, N. Y. (NE 9-7 


Aart 
. Los Angeles 6, Calif. (RI 9-9062) 
"100 Walnut Street, Peoria, Illinois 
1401 N. Main St., Pleasantville, N. J. (PL 4620) 


A. A. Archbold, Publisher, 
Multi Ad Services 
Harry Volk Jr. Art Studio, 


ASVERTIOINS BOOK MATCHES 
Match Corp. of America ........... . 3433-43 48th PL, Chi. 32, IL (VI 17-2244) 


ADVERTISING SPECIALTIES 
Chicago Advertising Spestalites ¢ Co. 5754 W. Irving Park Ra, Chi. 34, Ill. (AV 3-4122) 
Gettier-Montanye, Inc. Glyndon, Maryland (REisertown 842) 


. Rediun, T. & D 1832 N.W., W 6, 3433) 


AUTOMATIC MACHINE-ADDRESSING SERVICE 
Charlotte Letter Writing Co., Inc.. 101 Wilder Bidg., Charlotte, N. C. (FR 6-3550) 
Merit Mailers ......... ...26 Sterling Street, East Orange, N. J. (UR 2-3900) 


TYPEWRITING 
Great Neck Letter Service..... Hicks Lane, Great Neck, N. Y. (GR 2-8843) 
Westbury Letter Service. ... 2001 Wellington Court, Westbury, N. Y. (ED 4-2383) 


KS 

rt & Tech. of Photo Eng. Horan Eng. Co. ..... “4 W. N.Y.C. 1 (MU 9-8585) 
W. Hoch Associates, Inc Avenue, New 1. N. ¥. (BR 9-0238) 
Reporter of Direct Mail ...... ..224 Tth, Garden City, N. ¥ 

$5.00 
Dogs That Climb Trees ...... sacocenend 
llow To Get The Right Start in Direct Advertising ecerececcocces 
iiow To Think About Direct Mail . 
How To Think About Letters 
Hew To Think About Readership of Direct Mail 
How Direct Mail Solves Management Problems 
How To Think About Showmanship in Direct Mail 
How To Think About Mail Order 
Hew To Think About Production and Mailing 
The iain Jane of Direct Mail 
How To Think About Industrial Direct Mail 


CALENDARS, ART = BUSINESS 

Gettier-Montanye, Inc. ........ ndon, Maryland (REisertown 842) 
CATALOG ‘PLANNING 

Catalog Planning Co. ......... 101 W. 55th St., N. Y. 19, N. Y. (PL 17-1967) 


STATIONERY 
The Newbern Company .......... . Main St., Arlington, Texas (AR 5-2207) 


COPYWRITERS (Free Lance) 
7442 Hazeltine Ave., Van Nuys, California (ST 6-5 


37) 


Leo P. Bou Jr ta Bivd., Chi. 4, Ill. (HA 7-187) 
Orville B. Reed N. State St., Howell, Mich. (Tel: 65) 
Y. (BR 9-8300) 


D&D Room 212, 42nd St. N. 36, N. 


DIRECT MAIL AGENCIES 

Ahrend Associates, Inc. .601 Madison Ave., N. Y¥. C. 
Homer J. Buckley ‘ 108 N, State St.. Chi. 2, 
The Buckley Organization ........ ... Phila. National Bank Bidg., 
Chase Direct Mail Service Corp.....12 E. 46th St.. New York 17, N. ¥ 

James Connell & Assoc...........«> 606 Mills Bidg., Wash. 6, D. C. (ST 3- 17 32) 
Dickie- Raymond, 470 Atlantic Ave., Boston 10, Mass. (HA 6-3300) 
Dickie-Kaymond, Inc. ....... 225 Park Ave., N. Y. 17, N. Y¥. (MU 4-3610) 
Direct Advertising Associates..21 East 40th Street, New York 1, N. ¥. (OR 9-0638) 
Direct Mail Services...........- 5 Luckie St., N. W., Atlanta 3, Ga. (JA 3-3398) 
Duffy & Assoc., Inc eves 918 N. 4th St, Milwaukee 2, Wis. (BR 3-7852) 
General Office Service, Inc. ...527 6 St.. N. W Washington 1, D. C. (NA 8-5348) 
Graphite Service Talbott Building, Dayton 2, Ohio (HE 4-133) 
Harrison Service Inc 210 East 50th Street, New York 22, N. Y. (PL 1-2820) 
Hickey ‘Murphy Div. of James Gray, Inc...216 E. 45th St., N. ¥. C. 17 (MU 

John M. Lord & Co. ll Beacon St., Boston & Mass. (LA 


Merit Mailers ........ -. 22.28 Sterling Street, East Orange, N. J. (OR 
lL. Polk & Co. 431 Howard St.. Detroit Mich. (WO 
Reply-O Products Co. ..... ..? Central Park W., N. Y¥. 23, N. Y. (CI 5- 


Responda-Letter ......... 411 8S. Sangamon &t., Chicago 7, Il (MO 
Responda- Letter 520 Fifth Avenue, New York 36, N. Y. (MU 
Richardson-Shaw Inec., .15555 W. MeNichols Rd., Detroit 35, Mich. (BR 3- 
Maxwell! Sackheim & Co., Inc 545 Madison Ave.. N. Y. 22. N. ¥. (PL 
Bales Letters, Ine, 153 W. 23rd N. ¥. C. (WA 
Sande Rocke & Co., Ime. Tth Ave, ¥. li (WA 


J. B. Sands & Company ..... 16 Brighton Are., Boston 34, Mass. (ST 2-8947) 
The Smith Company ....... 67 Beale St., San Francisco, Calif. 1-6564) 
Lioyd F. Wood Associates ...1640 Wisc. Ave., N. W., Wash. 7, D. C. (CO 5-9042) 


DIRECT MAIL CONSULTANTS 


James Connell & Assoc.............- 606 Mills Bidg., Wash. 6, Cc. 3-1732) 
Lawrence Lewis & Assoc. . oaeel?S Sth Ave., N. ¥. 10, ¥. (OR 17-6868) 
Peter L. Shugart -890 W. Pico Bivd., L.A. 6, ‘Galif. (DU 5-5421) 
William E. Smith......-.-«:-++++++.+.28 Devon Road, Darien, Conn. (DA 3-4457) 
DIRECT MAIL EQUIPMENT 
Auto-Typist 2323 N. Pulaski R., Chicago 39, Ill. (EV 5151) 
Cheshire Mailing Machines Inc. 1644 N. Honore St., Chicago 22, Illinois 
Commercial Controls Corp ( Justowriter) 1 Leighton Ave., Rochester 2, N. Y. 
GR 5700 Touhy Ave., Chi. 31, Ill (RO 3-1900) 
Felins Tying Machine Co. .- 3351 N. 35th St., Milwaukee 16, Wis. (HI 5-7131) 


National Bundle Tyer Co. ..Blisefield, Michigan (BL 162) 
Pitney -Bowes, Inc Stamford, Conn. (FI 2621) 
N. Phila, 7, Pa. (WA 2. 4213) 
Seal-O-Matic Machine Mfg. Co.. .145 Hudson St.. N.Y¥.C. (WA 5-0690) 


DIRECT MAIL PRE- — 4 COLOR 
Encore Color Process..............+«! 2 East 19th St., N. Y. Y. (AL 4-3502) 


DIRECTORIES 
Oklahoma Dept. of Commerce & Industry, 
P.O. Box 3327, State Capitol Station, Oklahoma City, Okla 


ELLIOTT STENCIL CUTTING 


Clear Cut Duplicating Co..... ........ 149 Broadway, N. Y. 6, N. ¥. (CO 17-3247) 

Creative Mailing Service -««+++.460 N. Main St., Freeport, N. Y. (FR 8-4830) 

Swanson Direct Mail Service Gloucester, Mass. R) 
ENVELOPES 


..60 Beekman St., N. Y. 38, N. ¥. (WO 2-5040) 


American Envelope Mfz. Corp. 
East Liverpool, Ohio (FU 5-4240) 


The American Paper Products Co... 


. 1267, Atlanta 1, Ga. (TR 6-3686) 
Berlin & Jones Co., Inc. .. . 26th St.. N. ¥. C. 1 (WA 4-4400) 
The Boston Envelope Co. ... ‘ High St., Dedham, Mass. (FA 5-6700) 
Colortone 17th St.. N. W., Washington, D. C. 
Samuel Cupples Envelope Co. ....360 Furman St., Brooklyn 2, N. Y. (TR 5-6285) 
Cupples-Hesse Corp. ..... ° 1483 ‘Keosauqua Way, Des Moines 14, lowa (AT 8-5737) 
Cupples-Hesse Corp. ....... 3633 Michigan Ave., Detroit 16, Mich. (TA 6-7360) 
Cupples-Hesse Corp. ...... 4175 N. Kingshighway, St. Louis 15, Mo. (EV 3-3700) 
Curtis 1000 Inc. .......... 150 Vanderbilt Ave., W. Hartford 10, Conn. (JA 2-1221) 


Detroit Tullar Envelope Co., -2139 Howard St., Detroit 16, Mich. (TA 5-2700) 
Garden City Envelope Co..... .. 3001_N. Rockwell St., Chi. 18, Ill. (CO 7-3600) 
Gaw-O'Hara Envelope Co. ...500 N. Sacramento Bivd., Chi. 12, Il. (NE 8-1200) 
The Gray Envelope Mfg. Co.......... 55 33rd St., Brooklyn 32, N. Y. ee 8 2900) 
Heeo Envelape Co. ........ 4500 Cortland St., Chi. 39, IiL (CA 1-2400) 


Quality Park Envelope Company.............2 2520 Como Ave., St. Paul 1, 

Rochester Envelope Co. ........ 72 Clarissa St., Rochester 14, - ¥ (HA 2404) 
The Standard Envelope “Co. (1600 E. 30th St., Cleveland 14, (PR 1-3960) 
Tension Envelope Corp. ..... “19th & Campbell Sts., Kansas oe, Me. (HA 1-0092) 
Tension Envelope Corp. .. 522 Fifth Ave., N. N. ¥. (MU 2-4644) 


Transo Envelope Co. 
Transo Envelope Co. oad 
United States Envelope Co. 

United States Envelope Co. 
Wolf Detroit Envelope Co. 


.3542 N. Kimball Ave BAY 1, Ti. (IR 8-6914) 

22 Moni St.. Jersey City, N. J. (HE 4- 
Springfield 2; Mass. (RE 8 

"Broadway, N. Y.. N. Y. (BAT 

er Bivd., Detroit 32, Mich. (DI 1- 31} 


ENVELOPE SPECIALTIES 


Curtis 1000 Inc. ..... 150 Vanderbilt Ave.. W. Hartford 10, Con (JA 2-1221) 
Du-Plex Envelope Corp. ....... 3026 Franklin Blvd, Chi. i2, i. (NB 8-1200) 
Garden City Envelope Co. ....3001 N. Rockwell St., Chi, 18, Mi. (COT 3600) 
Heco Envelope Co. ....... 4500 Cortland St.. Chi. 39, Ill. (CA 17-2400) 
The Sawdon Company, Inc. .480 Lexington Ave., N. Y. 17, N. Y. (PL 5-2516) 
Tension Envelope Co. ...... 9th & Campbell Sts.. Kansas City 8, Mo. (HA 1-0092) 

Wolf Envelope Co. ..... 1749-81 E. 22nd St., Cleveland 1, 0. (PR 1-8470) 


FOREIGN MAILINGS 
tft Tth Ave.. N. ¥. C. 11 (WA 4-1551) 
Henry Webel & Thornycroft, Scarsdale, N. Y. 


IMPRINTERS — SALES LITERATURE 
Merit Mailers .........+.+-- 26 Sterling Street, East Orange, N. J. (OR 2-3900) 


INSERTING SERVICE — AUTOMATIC MACHINE 


Automatic Mailing Service. . 829 Newark Ave., Elizabeth, N. J. (EL 4-3887) 
Bonded-Nationwide.............. 753 4th Ave., Brooklyn N. ¥. 8-4819) 
Coupon Service Corp. .... ........ 7 East 18th N. ¥. N. Y¥. (OR 3-0160) 
Drumeliff Advertising Service -Hillen Rd., Re, ‘4, Md. (VA 38-7290) 
Mailmen Incorporated....... 37 “Cottage Row, Glen Cove, N. Y. (OR 6-0460) 
Merit Mailers .............. Sterling Street, East Orange, N. J. (OR 23-3900) 
West. Emp. Dir. Adv. Co 2 Howard St.. San Francisco 5, Calif. (GA 1-8506) 
INVISIBLE LETTERS POST 
Sande Rocke Co., Inc.........ccecececncens 91 7th Ave., N.¥.C. 11 (WA 4-1551) 
LABEL PASTERS 
Potdevin Machine Co......... +++ee«+-281 North St., Teterboro, N. J. (HA 8-1941) 
LABELS 

Framingham, Mass. (TR 3-3511) 

E. Moss & Co... Ann Street Cc 2-6505) 
Murray St.. » A 7-7771) 
Tompkins Label Service 518 Walnut St., 5-6999) 
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GADGETS 
W. 45th St., N. Y. 36, N. ¥. (JU 2-2186) 
lll Bivd., Chicago 4 (WA 2-1881) 


LETTERHEADS 


Brunner, Inc., 1010 Jefferson Ave., Memphis, Tenn. (BR 2355) 
Woodbury & Co., Inc. Chadwikk Square, Worcester 5, Mass. (PL 4-1721) 


LETTERS 


Kesponda-Letter . “ 411 S. Sangamon St., Chicago 7, Ill. (MO 6-9878) 
Kesponda-Letter ........... 520 Fifth Avenue, New York 36, N. Y. (MU 17-6359) 


LIST FULFILLMENT SERVICE 
American Press 200 8S. 7th, Columbia, Mo. (GI 3-9731) 


MAIL ADVERTISING SERVICES (Lettershops) 
CHICAGO 
Wovlittile & Co., 320 N. St. (10) (SU 
Letter Service .. eae ...-20 So, Wabash Ave. (3) (cE 6 
216 W. Jackson Bivd., (6) (FR 2 


Cleveland Letter Serv., 2 740 W. Superior, (13) (SU 
Robert Silverman, Inc 1270 Ontario Street, Cleveland 3, Ohio (CH 
belnoir 

Advertising Distributors of America, Inc 
Curie Letter Service 


834 Bagley 

2930 Jefferson East, (7) (LO 
Floor—Marquette Bidg. (26) (WO 

31 Howard St. (31) (WO 1-9470) 
ast ORANGE. “NEW JERSEY 
Merit Mailers 
Automatic Mailing Service... 
HOUSTON 


seoned 26 Sterling Street (OR 2-3900) 
829 Newark Ave., Elizabeth, N. J. (EL 4-3887) 


Premier Printing & Letter Serv. ............+.. 620 Texas Ave., (2) (CA 7-4145) 
2390 W. Pico Bivd. (6) (DU 5-5421) 


es 
Mailing Serv. 
HI 


Fulfillment Corp. of America 381 W. Center St. (Tel: 2-1187) 
AUKEE 


Corporation 
MONTREAL. CANADA 
Commercial Letter & Litho Inc.. ..359 St. James St. West (AV 8-0297) 
NEWARK, NEW JERSEY 

Automatic Mailing Service Inc. ..560 Belmont Ave., (5) (TA 4-0891) 
NEW YORK 


Advertisers Mailing Serv.. b 5 W. 18th St. (AL 5-4500) 
Ambassador Letter Serv. Co. 

Cardinal Direct Mail Corp 

Century Letter Co.. 

Chase Direct Mail Service Corp...12 E. 46th St., N a 
Mary Ellen Clancy Co. .......-.0-00seeeeeeseeees 250 Park Are. 


.1319 North Third St., Milwaukee 12, Wise. (BR 6-4246) 


(YU 6- 7833) 

(OR 3- 0160) 

° (PE 6-1462) 
(JU 2-3344) 
143 East St, (3) (AL 4-0174) 

PHILADELPHIA 

Connelly 

Woodington Mail 

PITTSBURGH 

Adveriser Associates Inc. 

ROCHESTER 

Aver & Streb 

SAN FRANCISCO 

The Letter 8 

WESTFIELD, NEW JERSEY 

Union County Business Elm 8t. (WE 2-8393) 

OSLO /NORWAY 

Ekspedisjonsentralen A. 8 Raadhusgaten 8& 


1010 Arch St., (7) (MA 17-8133) 
.1304 Arch St., (7) (RI 6-1840) 


..1627 Penn Ave., (22) (AT 1-6144) 
--15 South Ave., (4) BA 5-6340) 
67 Beale St. (SU 1-6564) 


MAILING LISTS — BROKERS 
Archer-Bennett List Service, Inc 140 W. 55th St., N. ¥. 19, N. ¥. (JU 6-3768) 
Barbara H. Boynton & Staff ..444 Market St., San Francisco 11, Cal. (¥U 6-2378) 
George R. Bryant Co., Inc. ‘ 71 Gr and Avenue Englewood, . (LO T-3200) 
George R. Bryant Los Angeles 14, Calif. (VA 9868) 
The Coolidge Co r . ¥. C. 10 (AL 4-8870) 
Dependable Mailing Lists Inc. . os q *'N. . C. 16 (MU 4-4991) 
333 Ill. (PI 6-4180) 
Walter Drey. Inc. 257 4th Ave., N. . X. ¥. (OR 7061) 
Dunhill Int'l List Co., 55 East Washington St. Chicago 2, Ill. (DE 2-0580) 
Guild Co. 160 Engle St., Englewood, N. J. (BR 9-0461) 
Willa Maddern, Inc. ... a 215 4th Ave., N. Y. 3, N. ¥. (SP 7-7460) 
Mosely Mail Order List Serv. .. 38 Newbury St., Boston 16, 2 (CO 6-3380) 
Names Unlimited, Inc 352 Fourth Avenue, New York 10, N (MU 6-2454) 
People in Places. Inc. 167 East 33rd St., N. Y. 16, N. ¥ (LE 2-3956) 
Roskam Advertising es 1430 Grand, Kansas City 6, Mo. (HA 1-6469) 
Sanford Bvans & Co., ’ 156 Lombard Ave Winnipeg 2, Manitoba, Can. (92-2151) 
William Stroh, Jr. 568-570 54th St., West, New York, N.J. (UN 4-4800) 
James E. True ........ 419 4th XN. ¥. 16, N. ¥. (MU 9-0050) 
World Wide Services ..........520 5th Ave., New York 36, N. ¥. (MU 2-5844) 


MAILING LISTS — BY SUBJECT 
FOR LIST SOURCE: COMPARE NAME IN wie WITH LISTING 
BELOW OF ag ERS & OWNER 
All-Pets Magazine, Inc Fond du Lac, Wiscensta (WA 2-0080) 
Direct Mail Users (Reporter of DM) 
log Owners List over 2,000,000 (Western Empire) 
New Car Buyers Midwest and Western States... (Gile Letter Service) 


MAILING LISTS — COMPILERS & OWNERS 

Active Equipment Supply 1308 Jericho Tpk., New Hyde Park, ¥. » - (FI 3- 4702) 
Albert Mailing Lists .... 120 Liberty St., *. Xx. 6, (RE 73 
Allison Mailing Lists (orp. ......806 Lexington Ave., N. Y¥. 21, + * ¥. (TE 
All-Pets Magazine, Inc Box 151, Fond du ®t, Wisconsin (WA : 
Associated Advertising Serv 613 Willow &t., 
Bodine's of Baltimore . woccell E. Preston St., Baltimore 2, 
Bookbuyers Lists . ..363 Broadway, Y 3, N 
Boyd's City Dispatch, Inc. . -...220 E. St.. N. ¥. 10, N. 
Buckley-Dememt . ........ Jackson Bivd., Chicago 6, 
Catholic Laity Bureau 45 West 45th St.. N. ¥. 36, N. 
Creative Mailing Service 460 N. Main St., Freeport. XN. Y. 
Directory of Assns., Gale Research = Book Tower, Detroit 26, Mich 
Walter Drey, .333 N. Michigan Ave.., C 
Walter Drey, : 257 4th Ave., N. Y. 
Dunhill International List Co. e383 Fifth Ave., 
Drumeliff Advertising Servic ese Hillen Rd. 
Eli Kogos (Ww 

Addressing Serv HA 2- 
Fairchild Lists, Fairchild Pubs., Inc. . .7 2th St., N. (AL 5-5252) 
Gile Letter Service..723 Third Avenue South, Minneapolis 2, Minn. (FE 3-3471) 


a> 4 


‘Washington St. 
E. 120 


Fritz 8. Hofheimer 10, N. ¥. (OR 4- 
industrial List Bureau Webster, Mass. ( WE 2780 
Jewish Statistical Bureau. 5 20 Broadway, New York 7, N Y. (BE 3 4239) 
Mailmen Incorporated. ..... “37 Cottage Row, Glen Cove, N. ¥. (OR 6-0460) 
Market Sa Bur 11834 Ventura Blvd, N. Hollywood, Cal. (ST 17-3169) 
Mailer 26 he Street, East Orange, at = 2-8900) 
Official Catholic Directory. ... lz Barclay St., N. Y. 
Palmer Lists 2432 Grand Concourse, N c. (‘se 
Paramount Mailing Lists .. .. 17-14 188th St., Flushing 67, N. ¥. (J 
kK. L. Polk & Co. ..481 Lloward Detroit 31, Mich. 
Equipment Co. .3718 Milwaukee Ace., Chi 41, 
8. Ponton, Inc.. 44 Honeck St., Englewood, N 

"11834 Ventura N. Hollywood, Calif, 

24 Garden City, N. Y. 

01 42nd St., "Island City Be 

William Stroh, “570 54th St.. West New York, N. (UN 
W. E. Watson Corp 209 Nassau Road, Roosevelt, New York (FR 
Zeller and Letica, Inc 15 East 26th St., N. Y. 16, N. a (MU 


L. Rashmir 
Reporter of Direct Mail 


MAIL ORDER AGENCIES 
James Connell & Assoc 606 Mills Bide. Wash. 6, D. C. (ST 3-1732) 
MAIL ORDER CONSULTANT 
James Connell & Assoc 606 Mills Bidg., Wash. 6, D. C. (ST 3-1732) 
Herbert L. Kellner & Asso lates, 431 S. Wabash Ave., Chicago’ 5, (HA 7T-4144) 


Pollard-Alling Mfg. Co . 19th St., N. ll, N. ¥. (CH 38-0692) 


MATCHED STATIONERY 
Tension Envelope Corp. 19th & Campbell Sts., Kansas City, Mo. (HA 1-0092) 
Sloan-Ashland Div. Elec. Eng. Prod Mdse. Mart, Chicago 54, Ill. (DE 7-0717) 


MIMEOGRAPH MACHINE 
Addressing Machine & Equip. Co. .....326 Broadway, N. Y. 7, N. Y¥. (HA 2-6700) 


Supers 
Chicago Ink Ribbon Co...... ells Street, am 4 6, TIL (ST 7800) 
Mack Type Co., Ine. 55 Sulton N. ¥. (BE 3- 1487) 


OCCUPANT MAILING pseTe—t.80n%, & NATIONAL 
Advertising Distributors of America, Inc Bagley Ave., 
Merit Mailers . .26 Sterling St. ‘Fast Orange, N. J. 
West. Emp. Dir. Adv. Co. 612 Howard St., San Francisco 5, Cal. (GA 1- -8500) 


OFFSET MIMEOGRAPHING 
Surety Letter Service 7 East 42nd St., N. Y¥., N. ¥. (MU 2-5377) 
PACKAGING 
Coupon Service Corp. 37 = 18th St., N. N. ¥ (OR 38-0160) 
Merit Mailers , Bast Enda. N. J. (OR 2-3900) 


PAPER MANUPACTURERS 
American Writing Paper Corp.. . Holyoke 
Appleton Coated Paper Co Meade St., Appleton, Wis. 
Byron Weston Company ry 
Curtis Paper Company 
Eastern Corporation 
Fraser Paper, Limited . 
W. C. Hamilton & 
Hammermil! e, 

International Paper (o. 1250 BE. 42nd St., N. ¥. 

Kimberly-Clark Corporation ° Neenah, Wisrenein (PA 2- 3311) 
Mead Papers, Inc First Street, — 2, Ohio 
Mohawk Paper Comp N. 
Neenah Paper Co. Neenah, Wis. rel? 2-i521) 
Nekoosa-FEdwards Paper (Co. ................... Port. Edwards, Wis, (Tel: 3111) 
Peninsular Paper Ypsilanti, Mich. (HU 2 2600) 
Rex Paper Co Kalamazoo 99, Mich. (Tel: 2-0151) 
Rising Paner Co. . oosene . Housatonic. Mass. (Ho 47) 
The Sorg Paper Company iddletown, ° 
Wausau Paper Mills Co. .111 W. Washington, Chicago, IL (FI 6-4786) 


, AES GIANT GRAMS 
91 7th Ave., N.¥.C. 11 (WA 4-1551) 


Horan Engraving Co., W. 28th St.. New York 1, N. ¥. (MU 9-8585) 


PHOTOGRAPHERS 
.165 West 46th Street, New York 19, N. Y¥. (PL 7-0233) 


Delaware 
.. Bangor, Meine 
. 17, N._¥. (LE 2- 


Sande Rocke & Co., 


JIK Copy Art 


CARDS 
Encore Litho, Inc. 52 East 19th St., N. Y. 3, N. ¥. (AL 4-3502) 
Plastichrome-r, by Colourpicture Publishers 
390 Newbury St., Boston 15, Mass. (CO 71-7500) 
Southern Farmer, Inc..... P. 0. Box 509, Montgomery, Ala. 


PRINTING — OFFSET 
Encore Litho, Inc 19th St., N. Y. N. 

Largene Press, Inc... 124 white Street, New York 13, "N.Y. (W 

Sande Rocke & Co., 91 ith Ave., N. ¥. C. 11 (wa ‘- isi) 


PRINTERS — LETTERPRESS & LITHOGRAPHY 
26 Sterling Street, East Orange, N. ¥. (OR 2-3900 


Merit Mailers 
Paradise, Pa. (ov 3209) 


Paradise Printers 


SALES PROMOTION COUNSEL 

James Connell & Assoc. 606 Mills Bidg., Wash. 6, D. C. (ST 3-1732) 
SEASONAL STATIONERY 

109 Market Pl., Baltimore 2, Md. (PL 2-4806) 
Stewart Signs,........ 0. Box 901, Newark 1, New Jersey 

Fulfillment Corp. of America 1 W. Center St., Marion O. 
Globe Fulfillment Corporation. 148 W. 23rd N. ¥. C. 
Merit Mailers 


Arthur Thompson & Co. 


SYNDICATED HOUSE MAGAZINES 
The William Feather Co. 9900 Clinton Rd., Cleveland 9, 0. (AT 1-4122) 
The Henry F. Henrichs Publications, The House of Sunshine...Litchfield, Ill, (296) 
TRADE ASSOCIATIONS 
Direct Mail Advertising Assn 3 E. Sith 8t., N. Y. C. 22 (MU 8-7388) 
MASA International 18120 James Socata, Detroit 35, Mich, (UN 4-3545) 
Nat'l Council of Mail. List Brokers, 55 W. 42nd St., N. Y¥. 36, N. ¥. (PE 6-0615° 
TYPOGRAPHERS 
Rapid Typographers, . 305 Bast 46th St., N. Y. 17, N. ¥. (MU 8-2445) 
VISUAL PRESENTATIONS 
Direct Advertising Associates....21 East 40th Street, New York, N. ¥. (OR 9-0638) 


Pes 
Robert Straub & Co. .......... ee 
1722) 
4056) 
3953) 
Ch 1-8300) 
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... we get them with direct mail — and 
a lot of the credit goes to our printer”’ 


Ask any successful executive like Luther Breck, 
of Breck’s of Boston, why it’s a good idea to call 
in your printer at the planning stage of a direct 
mail campaign. The answer you'll get is that 
successful mailing programs depend on wrapping 
up fresh ideas in a really effective package. That's 
where your printer can help. 


Today’s printer is more than a craftsman. He's 
an idea man, too, and an expert in helping you 
find the most attractive and effective way to pre- 
sent selling ideas economically. He’s a happy 
combination of ideas, service and skill. And to 
help your direct mail programs succeed, this 
combination is yours for the asking. 


You'll like working closely with your printer, 
lithographer or screen processor. We know 
because we’ve done it for years in bringing them 
the quality papers they need to serve you best 
—the most complete line in the world! 


The Mead Corporation, Dayton 2, Ohio. 


Sales Offices: Mead Papers, Inc., 118 West First Street, Dayton 2, 
Ohio * New York * Chicago * Boston + Philadelphia + Atlanta 


LUTHER BRECK, JR. 


President 
Breck’'s of Boston 
America’s oldest 
speciality mail order house 
Boston, Massachusetts 


4 
de 
i= 
MEAD 
3 
} Dy 


Clearwater, Florida 

June, 1957 

MAYBE IT’S DUE TO THE BALMY WEATHER 
... or to the impact of Billy Graham’s religious crusade 
.. + but many of the conversations of the past month have 
come around to the subject of “ethics” . . . or the iack of 
the word in some direct mail. 

Some of us are getting more and more worried about 
the increasing trend toward deception or sly misrepre- 
sentation. It is a trend which needs stopping . . . quickly. 

_It is getting nationwide attention. A recent Kiplinger 
Newsletter devoted nine paragraphs to the problem. Shady 
business practices have reached an alltime high f 
judged by complaints to the Federal Trade Commission 
and the Better Business Bureaus. Reason for the trend 
. . . stiffening competition all over. But that is no excuse. 

And with direct mail being attacked in Congress and 
by some of “the press,” it’s high time for all of us to 
bring pressure on the deception-users to clean their dirty 
linen or face the spotlight of embarrassing publicity. 
The DMAA better start implementing its noble Code of 
Ethics. 

We are getting many complaints. Each one provides 
topic of disturbed conversation. Some we try to settle or 
straighten out by private correspondence. Others, we turn 
over to the Better Business Bureau or government 
agencies . . . and hope for action. 

We are not talking about the outright crooks or 
racketeers . . . the phony directory promoters, or the 
pathetic =make-money-quick-by-mail-order schemes still 
rampant. We are talking about the so-called professionals 
or professed reputable concerns. 

A report of a recent mail order gathering disturbed 
us. It seems that some of the speakers boasted of their 
prowess in developing trick openings, trick offers, trick 
order forms which would confuse the recipient into sign- 
ing up for something more than he thought he was order- 
ing. Should that sort of strategy be boasted about? That 
sort of strategy helps to fan the fires against direct mail. 
Let’s stop it. 

Want some nameless (at present) examples? Book sell- 
ers must be getting frantic, for they rank at top of decep- 
tion-users. A leading book publisher uses a multigraphed 
letter for a “personal notification” to selected senior ex- 
ecutives. Encloses a “non-transferable, registered certi- 
ficate” for ordering an advance copy of “complimentary” 
guide. The letter isn’t personal, the card is not registered, 
and the small type reveals that the certificate user is really 
ordering a monthly service at a stiff price. It is deceptive 
selling at its worst. 

Another publisher is using the sneaky device of a list- 
cleaning appeal. Recipients are asked to help keep list in 
shape by correcting their name and address appearing in 
box. If they don’t read carefully and if they initial the 
return slip . . . they will find they have ordered a book 
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The gist of conversation about this and that 


with visitors to the Editor of The Reporter 


for $10. We get samples of this letter from all over the 
map. Some of the comments are unprintable. 

Another outfit is using a deceptive, untrue letter it 
has used for Lord-knows how many years, but the first 
paragraph starts: “Several days ago the advertising man- 
ager called me into his office, etc., etc., etc.” The lead 
head: “My boss said he would fire me if you don’t read 
this letter.” It might have been clever when first written, 
but its constant repetition received repeatedly by same 
people has proved it a phony appeal. Leaves a bad taste. 

A silverware outfit is still broadcasting by mail an 
offer of an absolutely free and gorgeous gift to a “select” 
group of women who will agree to act as judges on 
whether a table service set is what is claimed, etc. But 
to get the free gift, the “judge” has to buy the set at 
“reduced price” by using the “non-transferable” order 
form. A bunch of bunk. 

One of the worst of current cases involves one of the 
of-the-month clubs. Won’t mention names because it’s 
in hands of government authorities. But the tactics used 
have caused havoc for direct mail goodwill. Glowing of- 
fers of free premiums are made, cancellation of member- 
ship can be made at any time. Members, however, must 
return monthly selection card or goods will be shipped. 
That’s when the fulfillment department gets fouled up. 
Cancellation notices are disregarded; checks sent in pro- 
test to clean out account are construed as “renewal” of 
membership. Then starts a barrage of tough collection 
letters, winding up with notice of impending legal action 
written on an attorney's stationery. 

It’s a sordid mess . . . and people all over the country 
are howling. Some of these complaints reach Congress 

. and are partly responsible for the “junk mail” reac- 
tion. It all started with deceptive or exaggerated claims 
... followed by a balled-up and thoughtless followup and 
fulfillment system. Such tactics hurt all direct mail. 

Some magazine publishers aren't helping the cause 
either. At a time when publishers are swarming into 
Washington claiming they cannot afford a raise in second 
class rates . . . members of the clan are flooding the mails 
with offers of subscriptions at half price. The public has 
a right to be confused. So do Congressmen. It doesn’t 
require an Einstein brain to figure that the “half price” 
reduction in subscription price actually amounts to more 
in dollars and cents than a 300% to 500% increase in 
second class postage rates (per subscription). This may 
not be deceptive selling, but it surely is deceptive business 
policy. 

It is a serious subject . . . this borderline strategy be- 
tween sly deception and outright fraud. The sad part 
of it is that most of the worst cases originate on the part 
of professionals. I can’t get very excited over the speeches 
I've heard or the editorials I’ve read recently about the 
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need for professional talent to save direct mail from 
mediocrity. What kind of professional talent? Certainly, 
there are many competent, reputable professionals plan- 
ning sound direct mail for their clients . . . but there are 
too many others who think direct mail needs tricks, exag- 
gerated claims, and deceptive devices. As a general rule, 
the amateurs, who are criticized by the editorialists, are 
a darn sight more honest and ethical. I have yet to find 
a single case of deception in the industrial advertising 
field (for example). A majority of the direct mail for 
industrial fields is created by conscientious amateurs. 
They cannot afford to be deceptive. 

In spite of critics and editorialists, direct mail will 
never be an entirely professional undertaking. Most of 
the business letters, the product literature, the house 
magazines will be written by unprofessional amateurs. 
Our hope is that they will continue to be ethical and not 
succumb to this alarming trend toward deception. The 
only way you readers of The Reporter can help is . . . 
watch your mail carefully: send all glaring cases of 
deception or misrepresentation to your local Better Busi- 
ness Bureau. The people in those Bureaus are really con- 
ducting a man-sized fight to keep business clean. 

The Reporter is not a news magazine . . . so anything 
we discuss now about the Post Office rate-raising mess, 
might be changed by the time you read this item. As we 
write . . . the House Committee was embroiled in execu- 
tive session arguments on the extent of second class in- 
creases. Committee had already decided for a four-cent 
first class rate, a three-cent postal card abortion and a 
two-cent first minimum on third class . . . followed a year 
later by a 2%-cent minimum. Predictions have been 
that House will finally pass a bill just about the same as 
Summerfield demanded. Members of the committee, such 
as Corbett, have not been strong enough to stop or defeat 
Summerfield’s steamroller. 

Situation in Senate is entirely different. It’s anybody's 
guess what will happen. Senator Johnston has conducted 
a long series of dignified hearings on a Public Service 
Policy for the Post Office. We've enjoyed reading most 
uf the testimony. Liked especially a paragraph in 
ATCMU’s Harry Maginnis statement: “We all know that 
postal rate-making has degenerated into an orgy of name- 
calling, propaganda and pressure tactics. There is no 
reason to believe that such an unsavory condition will 
evaporate unless and until the Congress of the United 
States finally establishes some guide-lines for the read- 
justment of postal rates.” 

That's the truth. Summerfield has staged the damned- 
est propaganda campaign of all time, ably assisted by 
“feature writer,” Jack Steele of the Scripps-Howard 
papers, who has really given “junk mail” a ride . . . sec- 
onded by a fact-disregarding Jack Mabley of the Chicago 
Daily News. His attacks on “junk mail” reached an all- 
time low. Effective before Senate Committee were Ed 
Myers of Saltwater Farms, Damariscotta, Maine (hu- 
morous and factual) and James Shields of Judd and 
Detweiler, Washington, who appeared for Printing In- 
dustry of America and who pinpointed all the free or 
subsidized public services which account for most of 
Summerfield’s repetitious claims of deficit. 


Out in the sticks . . . the boys and gals of direct mail 
have been beating the bushes. Members of the Mail Ad- 
vertising Service Assn. have been sending samples of 
house magazines, industrial catalogs, etc., to their Con- 
gressmen, asking, “Would you consider this as junk 
mail?” And stating, “This is how mail advertising serves 
America.” Plenty of Reporter readers have been writing 
letters to local editors. Many have been printed. Wish 
we could publicly acknowledge all. Herman Herst, Jr., 
stamp dealer of Shrub Oak, N. Y., developed a good 
stunt. In writing to editors and talking to civic clubs, 
he mentions continually Summerfield’s “alleged” post 
office deficit. He claims that word “alleged” makes his 
readers or listeners stop to think much more than they 
did when “deficit” alone was repeated. Good idea. Use 
it when you write to Congressmen or discuss it with 
friends. The public service functions of the Post Office 
have been estimated as costing between $300 to $400 
million, so Summerfield’s deficit is certainly “alleged.” 
It is also not a fact. 

As reported last month, this whole Postal Battleground 
is a mess. It will continue to be a mess unless the Senate 
fixes a definite postal policy of separating public service 
costs from commercial rate-paying functions . . . and 
possibly until Summerfield goes back to selling auto- 
mobiles. 

The PMG is again threatening to curtail services on 
July 1 unless he gets more appropriations. He may even 
attempt to place another unconstitutional embargo on 
third class mail. This is a time of crisis for direct mail. 
All of you better get busy with your Congressmen, and 
particularly now, your Senators. If you have been reading 
The Reporter or bulletins from your associations .. . 
you should know the facts well enough to speak and write 
intelligently. 


THAT ARTICLE IN THE MARCH 1957 RE- 
PORTER about the four books recommended for busi- 
nessmen who want to improve routine letters, stirred up 
some additional suggestions. We expected them. Gordon 
Fyfe, vice president of The Dartnell Corp., Ravenswood & 
Leland Ave., Chicago 40, IIl., reminds us that they have a 
64-page booklet, How to Write Better Letters, by the old 
master “Cy” Frailey. Certainly . . . it is good, too. One to 
eleven copies start at 40¢ each. Varying quantities at 
reduced prices, running down to 18¢ for thousand lots. 

Then there is a 21-page pamphlet, How You Can Write 
Better Letters, edited by John P. Riebel, who wrote the 
original book mentioned in the March recommendations. 
It’s a quickie. Easy to read. Published by The Economics 
Press, Inc., Montclair, N. J. Price for lots under 100. . . 
20¢ each. Thousand lots, 15¢ each. 

And then there’s a brand new, 16-page, 844” x 11” 
manual for free, available from The Mead Corp., Dayton 
2, Ohio. Titled: The Mead Letter-aider. Written expertly 
by famous Earle Buckley of Philadelphia (recent welcome 
visitor to the Frontporch while attending an IBM conven- 
tion in Clearwater). Glad to see so much work being done 
to help businessmen improve their letters. They sure need 
it. 


Good Luck Always 
3 Bluff View Drive 


Clearwater, Florida 
Telephone: 3-7970 


THE REPORTER OF DIRECT MAIL ADVERTISING 
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... your printer will save you both with 


EAGLE-A TROJAN BOND 


Your printer will deliver your job faster and more economically — 
when you specify Eagle-A Trojan Bond. This outstanding 25% rag 
content bond goes through the presses so smoothly that costly 
pressroom delays are avoided. Your job is completed ahead of 
time. And you'll be pleased with the fine printing results. 
Trojan Bond’s a perfect choice for letterheads, office forms, 
direct mail. Comes in a sparkling blue white and a choice of colors 
and finishes ...in all regular substance weights and press sizes 
and envelopes-to-match. Write for a sample portfolio. Other papers 
in the Eagle-A Trojan line: Trojan Record, Trojan Onion Skin. 


FAGLE-A PAPERS 
AMERICAN WRITING PAPER CORPORATION 
HOLYOKE, MASSACHUSETTS 


Manufacturers of famous EAGLE-A COUPON BOND and 
other nationally-known Bonds * Onion Skins * Manifolds 
Ledgers « Bristols + Texts « Covers » Boxed Typewriter 
Papers * Technical, Industrial and Special Papers 
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sy PE for fine screen printing — 


letterpress, offset, silk screen, 
varnish or lacquer. 


for creating a quality impression 
of elegance and refinement. 


for hard usage, rough handling 
and wear-resisting durability. 


The combination of these two functional elements makes Supertuff an 

ideal and highly versatile cover stock for catalogs, annual reports, spec - 

sheet binders, menus, sales manuals, self-mailers, and counter displays. 
No other cover stock matches Supertuff! 


the APPLETON COATED 
PAPER COMPANY ws. 
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